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Records prove that when Warren-teed 
heavy hand tools are displayed along with me- 
chanics’ tools, sales and profits increase. You 


miss sales when heavy tools are not “‘out front.” 


Display Warren-teed tools and see for yourself. 
We will be glad to furnish the name of jobbers 


stocking Warren Tools. 


complete line of heavy hand tools 


Picks, mattocks, hoes, bars of all types, sledges, 
hammers, mauls, wedges, blacksmith and rail- 
road tools, made of specially selected steel. 
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WARREN TOOL CORP. 


GENERAL SALES OFFICES 
105 W. ADAMS STREET 
CHICAGO - ILLINOIS 

PLANT - WARREN, OHIO 


Double face black- 
smiths’ sledge 
No. 84 
Full range of weights 
and sizes. 











SPECIALIZED MANUFACTURERS OF HEAVY HAND TOOLS 


Wooster nylons 


Have Proved 
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of nylon 
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IGHT now there are not enough Wooster 
Foss-Set nylons to go around. Just as 
soon as nylon and other basic materials 
become more plentiful, these famous 
brushes will be available in greater 
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Now's THE TIME 
TO SELL 


WESTINGHOUSE 
oe ¥ spi lei etl 
Hit the profit peak for insect killers with the amazing 














Westinghouse Bug Bomb—tops among the new type 
*aerosol automatic hand-size sprayers. Priced at $2.98 
retail, Bug Bomb carries an attractive retail margin. 
Demand is greater than supply. So don’t lose any time 
contacting your supply source. Right now is the big season 
for this new year-round money-maker. 


Westinghouse made more aerosol bombs for the armed forces 
than all other manufacturers combined. Then Westinghouse re- 
designed the wartime aerosol for convenience—and combined 
DDT with Pyrethrum for maximum effectiveness in homes, THE ONLY AUTOMATIC DISPENSER . 
offices, stores, restaurants, hotels, clubs, institutions. %% with ene-hand, one-finger oper- 


afing ease. 





2KAerosol means that the insect-killing DDT 
and Pyrethrum are atomized into finer 
particles which suspend in the room 
air for longer—thus are more effective. 




















PUT THESE BUG BOMB SALESMEN 
TO WORK FOR YOU 


@ Colorful individual cartons that stack easily and 
have plenty of shelf-sell; 


@ Vigorous newspaper advertising in cities from 
coast to coast; 


@ Cut-out counter cards that hold an actual Bug 
Bomb. See your jobber; 


@ Traffic-stopping red, white and green window 
and aisle pennants are packed in every case. 
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WESTINGHOUSE ELECTRIC CORPORATION ¢ SPRINGFIELD, MASS. 


Every house needs Westinghouse, maker of 30 million electric home appliances 
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The “Aiken” enjoys a deserved 
preference in more and more 
kitchens these days... with 
customer preference earned by 
unique, exclusive features... 
extreme beauty of styling... 
placing it far ahead of all other 


glass coffee makers! 


Distributors and retailers too, have 
shown a preference . . . for association 
with leadership brings its just 


reward of prestige and profit! 





Hed ILEX COMPANY 


HARTFORD 2, CONN. ST. JOHNS, P. Q@., CANADA 
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» the simplest to use . . . it's also the smartest 
fo serve in. For the EKCO stays to dinner 
with the hostess—puts on its serving cover 
as she slips off her apron—and serves the 
food piping-hot at the table! 

No other pressure cooker has as many 
easy-to-see selling points. That's why 
more of your customers will want to buy 
it from you. Smartly packaged in attrac- 
tive cartons, nationally advertised in 13 
leading magazines. 


EKCO PRODUCTS COMPANY 
1949 North Cicero Ave., Chicago 39 





























ONLY THE EKCO 
OFFERS ALL THESE FEATURES: 


1, Just a twirl of the Finger-Tip Knob seals 
the cooker pressure-tight! 

2. Pressure Control is part of the cover. No 
loose parts to get lost! 

3. Handy Super-Sealer ball double-locks 
the cover! 

4. Casserole handles save space on the 
stove and on the shelf! 

5. Special ,serving cover dresses up the 
Ekco for the dining table! 
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New “Furniture Style” Home Heaters 





to be shown at the Furniture Mart! 


























AT LAST! A TRULY 
BEAUTIFUL HOME HEATER! 





HAT’S what you'll say when you see the 
new Duo-Therm Fuel Oil Space Heat- 
ers at the Chicago Furniture Martin Duo- 
Therm’s permanent exhibit number 517! 
These heaters are completely new— 
entirely different! 
Never before have fuel oil heaters been 
so truly beautiful as the exciting Hepple- 
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~ A S = white and Chippendale Models illustrat- 
t : ed on this page. 


Inspired by famous “‘period”’ furniture 
designs these striking new Duo-Therm 
Space Heaters have the added selling ap- 
peal of actually beautifying the owners’ 
living room while heating the house, with- 
out work—without dirt! 
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All the famous Duo-Therm features, 
too, along with this new beauty. 





Exclusive Dual Chamber Burner 
that gets more heat from every 
drop of oil! Patented Power-Air 
Blower that gives uniform floor- 
to-ceiling heat; saves up to 25% 
on fuel bills. 
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And there are twenty other important 
features that mean more comfort, more 
economy to the owner when he heats his 


home with a Duo-Therm Fuel Oil Space 
Heater. 
‘ 


SEE THE NEW DUO-THERM FUEL OIL HEATERS 
AT EXHIBIT 517—IN THE CHICAGO FURNITURE MART! ©rsse, moron weet corr. 
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The New No. 85 X-acto Tool Chest 













BEST BUY for the Handicrafter 


@ 3 solid duraluminum X-acto Knives. (No 
more substitute plastics!) 

@ 23 assorted removable surgical steel blades, 
to suit every cutting purpose. 

e Complete line of X-acto precision hobby 
tools: Saw; sander; stripper; planer; 2 drill 
holders; 10 drills; 6” steel ruler. 

e Good-looking fitted wooden chest. 

@ Price appeal ... retails at $12.50. (Liberal 
profit for you.) 


BEST SELLER FOR YOU... 
because of 


e Endorsement of ex- 
perts in every art and 
craft field. 


e Established reputa- 
tion as Nation’s No. 1 
Hobby Knife and Tool 
Line. 


e Extensive consumer 
advertising campaign in 
national home and hob- 
bycraft magazines. 
e Free advertising mats 
and store displays. 


e Protected Profits...through X-acto’s Fair- 
Trading Policy and Price Maintenance. 
X-acto offers you a complete line of hobby 
knives and tools, selling singly and in sets, 
from 25c to $12.50. 











Send for details... start gathering ee ee 
i Alfred Field & Co. 
your share of profits from the : (Sole Distributors in the Hardware Field) 
° 93 Chamb Street, New York 7, N. Y. 
fast-growing hobby field... today! |p > “Damver® treet New Bork ® 1 
I Please send me complete information on X-acto ‘ 
% 
X Knives and Tools. 
| I 
& NAME j 
KNIVES » ¢ & TOOLS =I Apress ! 
k 
i CITY & ZONE STATE i 
X-acto Crescent Products Co., Inc. 440 Fourth Ave., NewYork 16 4 i 








In Canada: Handicraft Tools, Ltd., Hermant Bldg., Toronto _ 


JULY 4, 1946 





: 
3 
' 


Be 
SHE LOT taal 


eE e-aat te ae 
at * 


ra ee Ns 
| WRITE FOR 


\ CATALOG %: 
, TODAY ae 
4 


HARDWARE AGE 


PES 


+ 


r 








eRaetiame 


ier 





fd BS Sepa ty i> 


a RBS aan seal 






eR: 












Fe tee 





Pree 


einkieig® 


(Re et ae 





JULY 4, 


THE Hew 
AWARD 


(Patent Pending) 


Practical . . Fast-Selling 


Available for AUGUST 
Delivery 


THIS SIMPLE, all-metal, fool-proof Storm Sash Regulator 
AUTOMATICALLY opens the storm window whenever you 
raise the inside sash. The higher you open the inside win- 
dow, the wider the storm window opens — making it easy 
to regulate amount of fresh air desired. CLOSES STORM 
WINDOW TIGHTLY whien inside sash is closed. 





Simply Designed ... Easy to Attach 


ANYONE with just a hammer and screwdriver can install 
a set of AWARD Regulators in a few minutes. Works per- 
fectly with any storm and inside windows that fit properly. 
The AWARD Regulator is made of light. strong Magnesium 
Alloy and all other metal parts electroplated for preven- 
tion of rust and deterioration. 


Double Spring Action for Smooth Operation 


SPRING TENSION is built into AWARD Regulators, and 
the manner of mounting pulls storm windows in tight. 
Double spring — upper for alignment. lower for opening 
inside sash to open the storm window. Easily removable 
for convenient window storage in summer. 


ORDER NOW — for August Delivery of AWARD 
Automatic Storm Window Regulators. 


AWARD 


MANUFACTURING CO. 


MANUFACTURERS 
5813 WEST VLIET STREET, MILWAUKEE 8, WISCONSIN 
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For Upper Sash Open 
Attach Regulator to 
bottom of Sash and to 
Storm Window. 


ings 


WHEREVER STORM WINDOWS ARE USED...EVERY 
BUILDER AND HOME OWNER WILL WANT THIS 
TIGHT-CLOSING SAFETY AUTOMATIC REGULATOR 














SL ALEDELDEIEAT AS I 
RETAILS at 
$2.00 Per Set 
(Subject to OPA Approval) 
All parts. — mounting 
brackets, pins, wood 
screws, layout template, 
and complete instructions 
packed in attractive box. 




















Here's Why QUEENSWARE Cooks Better — 
Queensware is quick to heat — slow to cool. 
Its double, extra-thick, wide flat bettom absorbs 
all heat, spreads it evenly to all parts and 
holds it — extra-thick, curved sides roll heat 
around the food — prevent scorching or burning. 
Thick Vapor-lok cover bastes all natural food 
juices back into the food itself, prevents the 
escape of natural flavors and healthy juices. The 
thickness of bottom, sides and top permits the 
even, quick spreading of heat to the entire 
utensil. The result — a uniform cooking tempera- 
ture throughout. Food is cooked by the ENTIRE 
UTENSIL — not just the bottom! 





Announcing a complete line of ..... 


ueensware 


The finest heavy cast aluminum utensils on 
the market today - tomorrow - and always 


There’s beauty worthy of a queen and cooking that’s 
fit for a king - in Queensware, the new regal looking, 
royal cooking line of heavy cast aluminum utensils, 
Queensware is not “just another line” - but it is one 
that has been carefully designed by specialists with more 
than 38 years of experience in the manufacture of cast 
aluminum cooking equipment with the result that 
Queensware is America’s finest cooking ware! 


Queensware incorporates extra quality, extra cooking 
features that give it easy to demonstrate selling advantages. 
Queensware is healthier — for you and for everyone. Foods 
are cooked in their own natural juices and more vitamins 
are preserved and retained in the food. Here’s waterless 
cooking that’s unsurpassed. Meals are prepared scien- 
tifically and with more ease. Meals are more nutritious 
and full of essential food elements. 


Queensware is easier to cook with. Double thick sides 
and bottom give a quicker, more even heat distribution — 
eliminate hot spots. With Queensware you cook with the 


CURVED DOME-LIKE COVERS provide 
extra room, extra capacity for better 
cooking. 


VAPOR-LOK LID EDGE prevents escape mee 
of natural food flavors and juices in ————————_ 


the form of steam. 


NO SHARP CORNERS, rivets, joints or 
rolled edges where dirt and food 
particles can collect. 


DOUBLE, EXTRA-THICK BOTTOM pre- 
vents hot spots — spreads heat evenly 
and quickly. 


Uueensware 


Qucensware features {pay tiles dividends 


entire utensil — from the bottom up - sides and top down. 
Queensware can pay for itself in less food shrinkage and 
in lower food costs! 

Queensware is made from the finest of aluminum and 
selected alloy — cast in a special permanent mold process. 
The result is a closer grained product that spreads the 
heat evenly and quickly - a product which will resist 
discoloration and pitting and will remain bright and 
attractive with reasonable care. 


Queensware’s full, lifetime beauty, its smart, scientific 
design and lustrous Jewelcraft finish provide a splendor 
which will always be in style. 


For sure cooking results — for delicious meals - give your 
customers a royal treat. Sell them Queensware. The con- 
plete Queensware line is now in production. Immediate 
delivery is available on two of the most popular items - 
the Chicken Fryer and the Dutch Oven. Write for full 
information and prices. Order Queensware and sell 
Queensware every time! 


JEWELCRAFT FINISH is easier to clean 
and designed to eliminate spotting 
or scratching. Stays bright with rea- 
sonable care. Queensware utensils re- 
tain their luster, beauty and utility. 


INSULATED PLASTIC HANDLE absorbs 
heat — is easily and quickly assembled 
or removed. Sure finger grip — won't 
slip or twist. Will not get hot or char. 


THE TRIPLE A METALCRAFT CORPORATION 
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A MESSAGE TO MYERS DEALERS 


Your answer to that question is ready-made in the complete new Sign 
and Dealer Identification program now offered by Myers. With this 
program, you can tie-in most effectively to make certain that your 
prospects and new customers know where you are and what you sell. 


You can also use to full advantage the smart new Store Display Fixtures 
made available by Myers. These modern floor and wall units are 
especially designed to add to the efficiency and attractiveness of 
your store and to increase your sales of Myers Pumps, Water 
Systems, parts and accessories. 

Every Myers Dealer will be keenly interested in this new merchan- 
dising material — because it links his business with Myers national 
advertising — and brings him maximum benefit from the great 
public acceptance Myers enjoys in his community. 


THE F. E. MYERS & BRO. COMPANY 
Dept. F-25, Ashland, Ohio. 








Water Systems «+ Pumps ¢ Sprayers « Hay Unloading Tools 
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DIE CASTING 


CONGRESS °"owision 


DETROIT 12, MICHIGAN 











3 f Check the CONGRESS Display Assortment 
| —THEN COMPARE ITS Profits 

































































‘CONGRESS V-BELT PULLEY ASSORTMENT FOR “A” BELT 
} QUAN. DIA. BORE SIZE catatoc | SELLING 
: TITY INCH 7 4° % gato PRICE 
a] 4 rs 4s | 27 
6 2 4 2 0 55 33 
4 24 | 3 l 0 65 39 
6 2\, | 3 2 l 70 ' A2 
| 4 ma «| 3 2 0 0 48 
6 3 3 2 l 8 | Sl 
4 ay, 2 2 0 95 57 
a 4 al, 2 2 0 1.00 60 
s| 4 4 2 ] 1 1.15 69 
| 4 4Y, 2 1 ] 1.35 81 
S\-4 5 2 1 ] 1.50 90 
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‘For HARDWARE, 
HOBBY SHOP AND FARM 
EQUIPMENT DEALERS! 


Progressive dealers everywhere are building pulley 
profits with this business getting, three color, dis- 
play card and the famous CONGRESS 50 pulley 
display assortment—the assortment that provides 
a complete pulley stock of the 27 most popular 
sizes with diameters ranging from 114” to 5”, each 
individually wrapped in an attractive three color, 
dust free box—at an investment of only $15.00 
which returns a profit of $11.40. 

Pulley users choose CONGRESS pulleys for their 
better performance and design. Label yourself 
a progressive dealer—stock, display and sell 
CONGRESS pulleys. 


CONGRESS Pulleys are 


Nationally Advertised... 


CONGRESS is building sales for you with national 
advertising in Popular Mechanics—Popular Sci- 
ence and such industrial publications as: Indus- 
trial Equipment News—New Equipment Digest 
—Industrial Bulletin and Modern Industry. All 
reach the actual pulley user—building sales and 
profits to you. 
If your jobber cannot supply, order direct 
and send jobber's name 
DIE CASTING 


CON GRE> DIVISION 


DETROIT 12, MICHIGAN 








| GOVERNMENT SURPLUS PROPERTY 
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THESE SHORT SUPPLY ITEMS WILL 
BE AVAILABLE FOR YOUR PURCHASE 








Partial list of items on 


What SITE SALE OF HAND TOOLS, STEEL display and being offered 


GOODS, MISCELLANEOUS HARD- 








WARE TO HARDWARE DISTRIBU- Adjustable Bench & General Purpose Plumb Bobs 
] Hand Screws eo Pots, Fire 
TORS. a Anvils Guns, Lubricating Punches 


Hack Saw Blades 


. ma aera ‘Sach Ratchet Braces 
ydraulic Jacks amers 
Where YONNE NAVAL DEPOT, 32nd ne —_ 
STREET AND NEW YORK BAY, BE cz a sa pet a 
BAYONNE, NEW JERSEY. . . ' a 












& Assorted Files \ 
When WuLY 22nd THROUGH JULY 26th, FR Avger Bis Pier a 
; xes 
1946, HOURS OF SALE—9:30 A. M. rr erat. apes 
“C” Clam Calipers 


. .M. ps itre Tri 
TO 3:30 P 7 Caulking Irons Mitre Trimmers Ship Augers 


J Chipping Knives Shovels 
4 Countersinks Sledges 
TED 5; Dividers Soldering Irons 
Ho uA FIXED PRICE—ORDERS ACCEP Drawing Knives Squares 


AT SITE. q "Emery Wheel Se 

: “ZG Picks LEE ; 
Terms £.0.B., BAYONNE, NEW JERSEY, BR _== —Me Picks FF, 
CASH OR ESTABLISHED CREDIT, 2 2 


\ 


2 
CHECKS PAYABLE TO TREASURER Fong Cutting AS tee Katt 
Nippers OX Tinners Snips 
OF THE UNITED STATES. Expanders, \L- Torches 
Hose & Tube Pipe Cutters Vises 
Funnels Pipe Taps Wood Chisels 
Gauges Planes Wrenches 
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This material is being offered for sale to priority claimants, including certified 
veterans of World War II. The original stock is substantial and valued in excess of 
one million dollars. Some offered items may be partially or wholly depleted after 
the material has been offered to the priority groups. 

Most of this material will be recognized as of standard manufacture and includes 
many well-known brand names. Orders for particular brands cannot be accepted 


because delivery cannot be guaranteed. 
C-NY-42-T 


WAR ASSETS ADMINISTRATION 


BAYONNE NAVAL DEPOT 
32ND STREET AND NEW YORK BAY BAYONNE, NEW JERSEY 
Under the jurisdiction of New York Regional Office. 
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Stucco, Brick, § i 
Prences  First-@ Finish Coat 


Gutters « Down 





WHY FARMERS WILL BUY 


atering Troughs » Windmills + Ventilators «, 


ing » GypStm or Wallboard « ; 
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No one aluminum paint is ideal for all farm jobs. 
That’s why 3 types of aluminum paint for 3 uses 
is good news! These paints, formulated with Alcoa 
Albron pigment will be offered by paint manu- 
facturers for three kinds of work. They will mean 
big gallonage from your farm customers. 

ALUMINUM METAL AND MASONRY PAINT for use 
everywhere except exterior wood and heated sur- 
faces. This type dries to a hard, moisture and 
abrasion-resistant coating on tools, tanks, troughs, 
windmills, metal roofs, siding and fences. 

ALUMINUM HOUSE PAINT is formulated to com- 
bine flexibility, toughness and good adhesion to 
wood. Ideal for first and finish coat on barns and 
all weather-exposed wood. 

ALUMINUM ENAMEL provides a satin-smooth, 
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Leading Manufacturers of jAicon 


Al js 


MAKING 3 TYPES FOR Q USES “te, 


chrome-like finish on interior surfaces. Heat-re- 
sistant, too, for brooders, dairy equipment, tractor 
engines, furnaces and water heaters. 

se Reape advertising in leading farm maga- 
zines is telling millions of farmers why 3 aluminum 
paints are necessary—what jobs they will do. . . 
displaying the Aleoa Albron trademark as the 
guide to quality in aluminum pigment. 

If you like the “3 for 3” idea, let your supplier 
know today. Then you'll be ready when material 
shortages end, to make your store headquarters 
for correct aluminum paints for farm, home and 
commercial use. 

Atuminum Company or America, 1984 Gulf 
Building, Pittsburgh 19, Pennsylvania. Sales 
Offices in Principal Cities. 
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© Guaranteed by © 
Good Housekeeping 
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GOOD HOUSEKEEPING says: 


‘We give this Seal to no one—the product 
that has it, earns it.”’ 











investigating the Universal Minute-Savor 
Pressure @agker, Good Housekeeping has granted 
this product its Giaganty Seal—one of the ‘3 Seals 
to Safety” in the big f 
bling cc consumers to = with C@mgdence. 
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BACKED BY CONTINUING NATIONAL ADVERTISING! 







motional program ena- 
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Consecutive issues of Good House- advertising, dealers will be of- 


a ‘ * yea - pine 
s ie tee keeping Magazine, leader in the fered a complete point-of-sale 
women’s service group, will carry campaign including Sales Train- 
\ yERI\s sags: dominant color advertising pro- ing Manuals, Counter and Win- 
ol \ \ 7 " moting the Minute-Savor Pressure dow Display Material, Mat Service, 
ao) Cooker. Supporting this national Folders and Guide Books. 
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Means faster Cooker Sales 


@ UNDERWRITERS’ LABORATORIES soe: 


a et After extensive tests conducted by Underwriters’ Lab- 
| e 4 oratories, the Minute-Savor Pressure Cooker with- 
stood 7 times normal working pressure. The Seal of 
this organization, therefore, is also one of the 
"3 Seals to Safety” enabling dealers to 
sell with confidence. 















SELLING FEATURES! 





+x Good Housekeeping Guaranty Seal. 


LX Underwriters’ Laboratories Seal. 






FY Sate-T-Seal Cover—sealed by its 
own cooking pressure, it cannot 
be opened until safe to open. 






> 4 Vent-Weight— won't “jump off” 
or fall off—maintains correct cook- 
ing pressure automatically and acts 
as safety pressure release. 








FX Fusibie “Over-Temperature Safety 
Release” —provides complete safety, 
even if instructions are violated. 


@ 
y, DEALER iT] 
NEW BRITAIN, CONN. a 
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FLORENCE O1L-BURNING HEATERS 




















by Hundreds of Thousands of Women 


rpwet demand for Florence Ranges and 

Heaters has been created by hundreds of 
thousands of satisfied housewives. Seventy-four 
years of manufacturing experience, plus a 
policy of exhaustive testing and research, have 
made Florence a name synonymous with top 
performance. Ever-conscious of consumer de- 
mands and needs, we have incorporated into 
our ranges and heaters features that make 
them practicable and dependable. 

Despite all the production “headaches” we 
face today there has been no compromise with 


FLORENCE STOVE COMPANY... General Sales 
Offices and Plant: Gardner, Mass. Western Sales 
Offices and Plant: Kankakee, Ill. Southern Plant: 
Lewisburg, Tenn. Other Sales Offices: One Park Ave., 
N. Y.; 1459 Merchandise Mart, Chicago; 53 Alabama 
St.. S. W., Atlanta; 301 Ne. Market St., Dallas. 


the traditional Florence quality. The per- 
formance and per-dollar value of a Florence 
Range or Heater are as high as ever. Because 
of this rigid standard of uniform quality and 
the unprecedented production “hold-ups” it 
has been necessary to allocate merchandise to 
you Florence dealers. 

However, you can be sure that all the 
Florence Ranges or Heaters you receive — 
and sell—will receive the enthusiastic “Okay” 
of women and help to build more satisfied 
customers for you. 


ae) {5 [a= 
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WITH THESE 
COLORFUL NEW BOXES 


Here they are —new YALE boxes that are guar- 

anteed to increase your sales of lock-sets, 

night latches, padlocks, door closers, and 

related products new YALE boxes 

which will, in addition, make your sales 

easier and more profitable 

And these new boxes (which start a 

new trend in YALE hardware mer- 

chandising) did not just happen! No, 

sir they are the result of much 

intensive research, marketing and 

boxing studies... experiments, tests, 

comparisons .. . until everyone con- 
cerned could say ‘Thats’ if!"’ 

Read on the back of this page the spe- 

cific reasons why expert box makers 

and merchandising specialists call these 

new YALE boxes ‘‘prize winners" for 

protection and sales why YALE, long 

a pioneer in hardware: invention, manu- 

facture, and merchandising ‘‘firsts'’, proudly 


offers this new boxing achievement 


< 
fod 
* a 
YY. 4 o In addi- 
a 4? eo” tion to selling 
the product it con- 
% o tains, one entire side 
% of each new YALE box is 
be devoted to reminding your 
customers of other YALE prod- 

ucts in your store 
This night latch box 
for instance also sells 
Ae door closers 


HELPS MAKE THE SALE 




























| The New 


YALE BOX 


When you get the new YALE hardware in its 
colorful, scientifically planned, new containers 
on your counters and your shelves — sales are 


























going to happen. Your customers’ eyes are go- g 
ing to be drawn to the boxes, their hands are / 
going to reach for the boxes and once in a Eitan om 
customer's hands these YALE boxes are going ‘il Seen er <a i \ 
to start telling and selling. OO i tek 7) i a ad fr = = 
Specifically, here are some of the reasons . iowa § 9 iio si: ‘a ‘ giv tats 
* RCRD 














why the new YALE box will do such a grand 
job for you. They will protect the merchandise 
. . arrest attention, stimulate impulse buying. 
They prominently display the famous YALE 
trademark, recognized by all. They contain pic- 
tures of the product, telling why the product 
should be purchased. They make it easy for any 
clerk to sell. They contain simple directions for 
installation or use. They promote the sale of 
related items. 
Watch—get ready—make room—for the new 
YALE merchandise in their sales producing 
boxes. Ask your distributor about YALE today. 





The YALE MOVING MEN 
are on the package, too! 


YALE puts its three moving men — Quality . . . Reputation 
. « » Promotion . . . right on the Silver Six Padlock 

Container to remind you that these three 
YALE forces are constantly working 
for your sales and profits. 





















pr 
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” | | fe, c 
Pe mous “YALE Sil- 
ver Six Padlocks’ will 
soon be back —in this strong, 
smart box. Each of these boxes 
will contain six Silver Six padlocks in 
newly designed boxes of their own. 
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THE LOCKS RECOMMENDED BY THE 
WORLD'S LEADING LOCK EXPERTS! 


wor Y¥ ALE ! 


THE YALE & TOWNE MANUFACTURING COMPANY * STAMFORD, CONNECTICUT 
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. and you'll have a line of sales and profits! NEVA-SAG . . " 
. . 
can mean more sales and more profits to your hardware 
and houseware departments. Women want NEVA-SAG 2. 
and need NEVA-SAG because its GUARANTEED to keep 
clothes lines tight. NEVA-SAG makes their wash days easiei } 
and makes sales easier for you. Attractively mounted on a A r ; 
display card, NEVA-SAG sells fast and sells first! Cadmium 
plated to resist rust... sturdy construction for long use. . . 4 
will hold weight in excess of 200 pounds ... a real utility 
item to spur your hardware and houseware sales. 
. 94 
Order yours today and learn that “Sales won't drag Dp Te); 
when you sell NEVA-SAG.” nO U 
AVAILABLE NOW—/MMEDIATE DELIVERY—ORDER TODAY! ; a | 
} 
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WATCH FOR OTHER PROFIT-MAKING 


HAR-KEN PRODUCTS 


7400 EXCHANGE AVENUE, CHICAGO 49, ILLINOIS 
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| STOP and BUY 


| “HANDY PACKS” 
DISPLAYED ON YOUR COUNTER! 


r; RETAILERS featuring Milapaco ‘Handy 

Packs’ of Lace Paper Place Mats and 

la —. Doilies report increasing unit sales a; 

‘ much as 9 times over the average dime- 

’ selling package of this type. ‘Milapaco”’ 

+-f value STANDS OUT—packages sell with 
-f little or no special sales effort. 















ALL THE“HANDY PACKS” 
YOU CAN SELL... 


will be available to you 

| when current production 

restrictions are eased or 
lifted. Meantime, look 
ahead to the opportunity 
for volume sales and 
profits from displaying 
and featuring attractive, 

} fast-moving “Milapaco” 
Handy Packs. 





MILWAUKEE LACE PAPER CO. 
1306 E. Meinecke Ave. Milwaukee 12, Wis. 


Established in 1898 
Branch Offices and Warehouses: 


98 Bleecker St. 
New York 12, N. Y. 


MNilapaco 
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1018 Santa Fe Ave., 
Los Angeles 21, Calif. 


HARA 
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Question: 
“How Much for a 
Good Pair of Shears?” 


It depends upon materials, processes, and the 
job the shears are to do. Here’s how the Acme 
Shear Company uses various processes and 
materials to make each type of shear do a 
better job. 

¥ Utility shears must be low-priced but prac- 
tical. Acme casts them of fine alloy iron. 
Finished for sharpness and toughness, they 
cut—and cut well. And, while they have their 
limitations, they're good utility shears. 

V Sewing scissors need sharper tips, cleaner- 
cutting blades. They’re stamped from rolled 
strip steel, cold-forged for better cutting... 
then tempered for extra hardness and dura- 
bility. It all adds up to precision cutting that 
makes these good sewing scissors. 

V Fine Acme manicure and surgical scissors 
are made of finest carbon steel alloy... hot- 
forged and electronically heat-treated. Close- 
cutting, longer-lasting, dependable—they’re 
high-precision instruments in every sense of 
the word. 

Yes, they're a/l good—because they do the 
jobs they're meant to do. In scissors and shears 
—whatever the style, size or price—if it’s made 
by Acme, it’s the best of its kind! 


ACME suear co. 


BRIDGEPORT 1, CONNECTICUT 
Makers of 
ACME «+ EVERSHARP - PURITAN 
WINDSOR -+- KLEENCUT - AMERICUT 


Keep Your Eye on ACME/S 


HARDWARE AGE 
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DOUBLES YOUR 
PUTTY PROFITS 









} In Colors | 


RINGS UP NEW SALES 


Because it's much easier to use than old-fashioned 
putty, more of your customers will tackle glazing 
jobs with MASTIC-GLAZE FEMS Eem Many who 
wouldn't attempt a messy prime-putty-paint job 
find MASTIC-GLAZE JPSESYETPE so simple to use 
that they buy it for a lot of jobs they've been putting 
off. This creates new business you couldn't get with 
putty. And each sale gives double your putty profit. 


SELF-SELLING DISPLAY CARTONS 


Put the attractive self-selling display cartons in 
your window and on your store counter and they'll 
ring up new sales for you. Mats and electros are 
supplied free for you to use in your local news- 
papers to let your neighbors know that you sell the 
nationally advertised MASTIC-GLAZE 


Your Jobber can supply MASTIC-GLAZE. 


4 
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STRIP SEAL 


FOR STEADY REPEAT BUSINESS 
—ALL YEAR ‘ROUND! 


Push Strip-Seal . . . display it in your windows... 
advertise it in your local newspaper . . . the first 
sale to a customer is but the forerunner of many 
more purchases of Strip-Seal by that same buyer 
—and that buyer's friends. 


1001 USES 


Many buy their first package of Strip-Seal to weather- 
strip for winter. After they learn how easy and clean 
it is to use they find 100! other uses for Strip-Seal 
. sealing out ants and mosquitoes . . . keeping 
out moisture . . . sealing out dust and soot .. . in 
the home and on the farm. 
Be sure you order enough. It's advertised in the lead- 
ing national home and farm magazines and more 
ads are coming. 





Your jobber can supply you now. 


Th ae 


retail list price 
PACKAGE 





(slightly higher West 
and deep South) 









The Tremco Manufacturing Co., 8701 Kinsman Rd., Cleveland 4, Ohio ¢ Makers of Strip-Seal and Mastic-Glaze 































® Step Stool 
@ Junior Chair PATENT #ENOIG 
@ Handy Stool 

®@ Stool with Foot Rest 





A Product of Keen Equipment Co., Inc., Vineland, N. J. 


HIS modern step stool fills every wo- 
man’s kitchen need. Take advantage of 
this consumer demand created by NAT- 
IONAL ADVERTISING ... your guarantee 
of rising sales. Write for our Mat Service. 


| ee 








810 ARCH STREET 
PHILADELPHIA 7, PA. 


Everybodys H2az i 
allie ete i! 








AIR COOLED CABINETS 


Air Insulated Cabinets end the fire hasard. The cabinet never gets het. Yes, ~_ 


can install it against the wall—tight. 
tains. No seared fingers. No burned furniture. The syphomaire chassis is is the 
secret. It's patented. Dearborn’s famous cool cabinet feature is a major een- 
tribution to safety. 


NAT. BUT. 

ure. PRO. 

mix. GAS. 

FAMOUS HI-CROWN BURNER 
with Blue Flame Pilet Light 

ALL Dearborn Heaters have this costlier but definitely superior Hi-Crown Burner 
and Blue Flame Pilot Light. You get unequalled burner performance plus the 
eemvenience and safety of Automatie Lighting. 


DEARBORN STOVE COMPANY 


DEARBORN 


WORLD'S FINEST, SAFEST 


GAS HEATERS 


a Se Se Sy ame 


cwnted and ae heaters , 
outstanding Safety and Convenience 
features plus Matehless Performance. 
It's the Quality line that leads in sales 
from coast to coast. 


FEATURES THAT SELL 


Ultra-smart Appearanee—Air Insulated 
by we Crown uto- 
tie Lighting—Syphena 

fuser Glo Readiants — ry Ap- 
proval. These are features that make 
—— heaters truly Outstanding. 
They 0 a Talkable — Visible and 
Beleabie. ‘Gifterenes. 


WRITE FOR LITERATURE 








For Safety 











1700 West Commerce St., P. 0. Bex 5527, Dallas &, Texas 
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} For PATCHING, 
, MENDING, REPAIRING 


USE 


TEHR -GREEZE 


Fabric Cement 


A tough, versatile adhesive with 
a thousand uses in the home, in 
the repair shop and on the farm. 
Works equally well on clothing, 
awnings, grain bags, burlap bags, 
tents, binder canvas, window 
shades, cotton material, harness, 
handbags, luggage, suitcases, belts, overshoes, golf bags, 
footballs, shoes, auto upholstery, furniture and many 


other items. 

EASY TO USE 
Just spread a thin coating with a paddle or knife, press 
pieces firmly together and allow to dry. They will not 


peel or tear. 
WATERPROOF 


Tehr-Greeze will not loosen even when washed. Avail- 
able in conveniently sized containers. Write for trade 


Prices. 


VAL-A COMPANY 


700 W. Root Chicago 9, Ill. 














The best copper pad on the 
market—nationally advertised 
constantly —to over five million 
housewives — and sold with a 
double-your-money-back 
guarantee. Order today! 


TRIANGLE MFG. CO. 
123 N. JEFFERSON ST., CHICAGO 6 








HARDWARE AGE 
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@ Look ’em over—these Shirley features are sales 
points for YOU ... advantages to your customers! 
And they’Il find even more advantages in every Shirley 
unit! 

Shirley builds that solid “feel” into doors, drawers 
and tops . . . engineers rugged joints and braces, so 
cabinet fronts won’t warp and twist . . . gun-welds 
every seam securely . . . turns out all units with a 
bonded, hi-baked, white enameled finish for long- 
lasting beauty. 

Your customers want economy, quality, style and 
beauty when they equip their kitchens—old or new. 
With Shirley they get all these values . . . and can 
plan their kitchens all at once . . . or a unit at a time 
—to suit their budgets. 

You'll have a complete line, with simple standard 
specifications for easy ordering—a line that’s priced 
for competition and liberal profits . . . designed to sell! 
Write for name of your distributor . . . get full details. 
SHIRLEY CORPORATION e¢ INDIANAPOLIS 2, IND. 
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PULL ’EM OPEN...LOOK INSIDE! 
Shirley Advantages Help You Sell 


SHIRLEY 


THE SPECIAL "42" 


lined cutlery drawer. 


Effictent 


Shirley sinks are heavy, acid- 
resistant, porcelain steel... 
designed for fast, efficient 
work . . . with flat, narrow- 
fluted, sloping drainboards. 
Fragile glassware won't up- 
set! 


Convenient { 


All Shirley cabinet bases are 
recessed 3” to provide com- 
fortable toe space... no 
rough edges to snag delicate 
hose. 


Enduring { 


Shirley cabinet doors and 
drawer fronts are full % inch 
thick to prevent warp and 
twist ...all completely 
soundproofed with thick, 
fibrous layers of corrugated 
insulation. 


STEEL KITCHEN CABIMETS 
PORCELAIN STEEL SINKS 


Makes any kitchen sparkle 
... adds lots of convenience! 
Note cupboard space and 
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Fiag Pole Staffs 
are made of 
standard pipe, 


Steel Folding Gates in single 
‘ or double construction-— with 
— a or without overhead track. 
with non-jamb- 








ing pulley. 





Wire Mesh Partitions 
sectional—fit any 
height or width. 
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Me hee te F nw 8, 
Stewart Iron Picket Fence is available in many 
styles. Also Chain Link Wire 
Fence for all types of property 
protection. 






















® Many hardware dealers are increasing their 
| »rofits with Stewart products. And it’s all clear 
| 





»rofit, too, because you make no investment and 

you are not required to carry any stock. Here’s 

ill you do: Send for free Stewart literature and 
familiarize yourself with Stewart products. Then you send us 
your inquiries for fence and other metal specialties. We do the 
rest and pay you a commission when the sale is made. Simple, 
isn’t it? Write today! There’s no obligation whatever. A 
‘ew products are shown above. There are scores of others. 
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THE STEWART IRON WORKS CO., INC. 
1337 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications Since 1886 











INCREASE YOUR 
SUMMER iad 
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ATTRACTIVE 12 HEAD 
DISPLAY CARTON 


This counter display—together 
with circulars—included with 

} each order for a dozen nozzles 
—is so attractive and informa- 
tive that the system actually 
sells itself. 


INSTALLATION PROFITS TOO 


Dealers — install AQUA-SPRAY 
for your customers—and cash 
in on extra profits. Full Instal- 
lation Instructions Furnished. 


PRICED FOR PROFIT 
Retails at $2.49 each 
Costs you $1.49 each 
Your profit $1.00 each 





JOBBERS and 
DISTRIBUTORS 


There are still many valv- 
able AQUA-SPRAY distri- 

bution franchises and ter- 
titories open. Write on 
your letterhead for com- 
plete information. 










Don't wait—if 
your jobber 
can't supply 
you—tsend your 
order direct to 


AQUA-SPRAY 


LAWN SPRINKLER CO. 
439 £. FORT ST., DETROIT 26, MICH 





UNDERGROUND: 
LAWN SPRINKLING 
SYSTEM 










‘Sprinkler Heads Are Self-Draining, 
x, Wont Freeze or Syphon 
gem Back. Easily Installed 


Every home owner will want a set 
of AQUA-SPRAY underground 
lawn spray heads, which, with 
standard '4” pipe provides a prac- 
tical, efficient, yet low cost under- 
ground sprinkling system that any- 
one can install. 


Since spray heads are self-draining 
and won't freeze, the entire system 
of heads and piping is installed 
only 3” below the lawn surface— 
and is connected to outside faucet 
—turning on and off like garden 
hose. 


Sturdy cast aluminum spray heads 
are copper and nickel plated— 
resist acid and alkali corrosion 
—last alifetime. Each head sprays 
80 sq. feet—and adjusts from fuil 
circle to 14 and 4 circle sprays 
for sides and corners. 


IMMEDIATE 
DELIVERIES 










RETAILS FOR 


77 


PER HEAD 
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RUSTICIDE PRODUCTS CO. 


3125 PERKINS AVE. CLEVELAND 14, OHIO 
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Unexcelled Roof rt a ; : 


_W ‘ 
REFLECTS DESTRUCTIVE sunticH 


The Sheffield Bronze Paint Corp: 


— Cleveland, Obie 
V Check These Features 


e WEATHERPROOF 
o WATER & RUST PROOF 
o& REFLECTS SUNLIGHT 


oe USE EITHER AS AN 
UNDERCOAT OR FINISH 


Send TODAY for further information on 
this and 40 other Sheftield Fast Sellers 


Shetticld Arne = 


PAINT CORPORATION 
CLEVELAND 6, OHIO 
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for your fall displays, Globe top-quality football 
equipment. 





Careful, modern design, precise fabrication methods, 
and constant thorough inspection of materials and 
finished products make Globe a customer-satisfying 
line which builds prestige and protection for its 
dealers. 
GLOBE SPORTING GOODS MFG. CO. 
251 Causeway St., Boston 14, Mass. 
Empire State Bldg., 350 Fifth Ave., N. Y. I, N. Y. 


Public Ledger Bldg., Independence Sq. 
Philadelphia 6, Pa. 
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Pal 


TRADE MARK 


SUPERBIKES 


Leading jobbers from coast to coast are now delivering the fine PAL Baby Walker 


/ 
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THE WOOSTER RUBBER 


STEEL Baked enamel hampers in round and flat backs. 


cf GRAFTMAS ep 


Craftmaster Aluminumware is ‘'quality-tested’’ to meet every 

standard for beauty, utility and durability. Made of heavy 
<> 16-gauge aluminum from base to lid, they're still priced 
right for volume promotions and profitable sales. 


ALUMINUM Savce pans, skillets, toasters, ladles, broilers 
and covered pots in 2, 3, 6, 8, 10 qts. 


So mene tme = 
ie /_/ wo MNUers conPoRKW™ 


SALES OFFICE - 1133 BROADWAY, NEW YORK 10, N. Y. 





Sales Offices in Chicago, Son Fi 


KNOW how they are used, ( | 
and you'll sell her BOTH “ 


While she’e buying a Rubbermaid Bathtub 
Mat, show her the Rubbermaid Toilet Top 
Tray to match. Tell her how and where it’s used, 
what it’s used for. You'll write up two sales on 
one sales slip. 

The toilet top tray fits on the tank-top of any 
toilet, makes a safe and convenient place to set 
cosmetics and toilet articles without danger of 
breakage and accidents. 

The Bathtub mat has suction cups that pre- 
vent slipping and falling in the tub. Both items 
are made in several matching colors to har- 
monize with bathroom color schemes. 

All Rubbermaid Houseware is molded from 
specially-compounded Wooster synthetic rub- 
ber that outlasts natural rubber 4 to 5 times. Is 
highly resistant to oil and grease, hot water, 
soap, and heat. Easy to keep clean. 


HOUSEWARE 





—— ee 
. 
- 


. aa 


FACTORY — HILLSIDE, 





8 and 10 





and other principal cities 
N. J. 


» 
i? 
, ' Aggy 
Consult the Rubbermaid . ) 
catalog and sales manual to 7) 
know the many uses of Rub- DF 
bermaid Houseware. You'll U 
















find Rubbermaid a profitable 
line for you to push. It is 
backed with national adver- 
‘tising in the women’s maga- 
zines your customers read. 


HARDWARE AGE 


































FARM FENCE 
CONTROLLERS 


It doesn't take long for good news to 
get around. Customer demand for 
Electro-Line Controllers is greater than 


ever before. 


Electro-Line Controllers are honestly 
and capably built — THEY DELIVER 
and they deliver RELIABLY. 


Electro-Line offers your customers five 
models — each model has its definite 


Write for illustrated folder on Electro-Line e 
fencing and its relation to Soil Conservation. place and use. Moderately priced, 
No. 4302 modernly styled — Electro-Line has 


6-Volt D.C. customer appeal. 
Battery Model . 
With > 
Battery Compartment See your Jobber. 


ELECTRO-LINE PRODUCTS CORPORATION 


120 N. Broadway ° Milwaukee 2, Wisconsin 





These beautiful new appliances, smart in 
design and attractive in appearance, will OL 


be sales and profit-makers for your store! APPLIANCES 


TENNESSEE VALLEY ASSOCIATED MARKETERS 


GAMBILL BUILDING. NASHVILLE. TENNESSEE 
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the mike field . . . 


“TRELA’ 


Wired automatic 
record changer is 
setting new sales 
records everywhere! 


MIKE JR. 


A little beauty ... complete with 
on-off push button switch and 
cord. Size 4'" x 3'4" overall, wt 
approx. )4|b., packed in standard 





Sturdily constructed, hand- 
some in appearance Plays 
twelve 10’,orten12’ records 


Retail Price 
(tax included) . 528° 


for continuous, worthwhile profits, selling “the big three’’ in 
for fun and education. These mikes may be 
attached to any radio for making funny announcements, for 
practicing voice and dramatics, etc. Dealers: ask your nearest 
jobber. JOBBERS: WIRE OR WRITE FOR SELLING DATA. 





MIKE SR. 


carton of 50. $00 
Retails at....... Deluxe type, all-metal spring sus- carton, 50. a 50 
. pension for quality transmission. pO OS Spee 

ea De On-off switch and cord Size 7%" x 
Sk aE ny wt. approx. % Ib., 

vacked 25 to carton. oO . | 

— \\ F Retails ° Ferrer y rs $2 ° \ / ‘ 
~ “a Ps pe 
“ 
aS IV L/ V/, ~O—_a 


en ne en 


SOMATA ELECTRONICS corp. 


FORMERLY SONATA psopucrs Caer: 

















HANDI-MIKE 


Neat, sturdy handle for porta- 
bility. Has push button switch 
and cord. Size 8” x 32" overall, 
wt. approx. )2 lb. Standard 



















624 5S. MICHIGAN AVE-_ 
CHICAGO 5, ILLINOL: 








( COMMAN DER Streamline 
ELECTRIC IRON 





Automatic Finger Tip Pebote Selector 


Step up your sales profits with this sensational Iron that lets 
you offer the following features: 


© Full-grip, sturdy Bakelite non- 
heating Handle. Downward 
back slant aids in forward 


© Has Automatic Finger Tip Wwealng thrust. 
Heat Control for various types °* Has aluminum sole plate. 
of fabrics. ® One year guarantee. 


. © 7-Ft. Underwriters Approved 
° aga long ironing sur ib cand attached, 


© For AC operation, —— 

© Heating element of pure, clear volts, drawing 1000 watts 
mica with best grade of Ni- Individually boxed—packed 12 
Chrome wire. to shipping carton. 


| WRITE FOR QUANTITY PRICES 
COMMANDER PRODUCTS CO. 
Manufacturers of Electrical Appliances 


343 S$. Dearborn St. Chicago 4, Ill. 


© Lightweight all metal, chrome 
finish. 
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Order from Louve design 
Your Jobber Packed 2 doz. to box with striking 


Today! 





WIN-GUARDS 









EVERY HOME OWNER WANTS! 


#1101 POPULAR SCREW-TYPE 
WINDOW LOCK 


burglar-proof Win-Guard of 
wrought steel, brass plated, stops 
window rattle. Two prongs sim- 
plify installation; increase strength. 
Packed 2 doz. to box with screws. 


ae 
#1902 NEW VENTILATING | Po ; 
WINDOW LOCK (es 


safe for children, wrought steel, — 
brass plated Win-Guard protects | [> iy 
against thieves. Heavy bar stop.| | }41 + 

} JES 


insures strength. 


3 
lf | 
j 
ae 


plates and screws. 


e 


HARDWARE 
CORPORATION 
328 Grand Ave., Brooklyn 5, N.Y. ; 








HARDWARE. AGE. 










Smart ADEL Stainless Steel 
KITCHEN and BAR-B-Q “TOOLS” Sets 


for high unit sales! 






ADEL BAR-B-Q ‘TOOLS’ SET 


Immediate Delivery 
for Summer Sales! 














Smart looking and practical. Designed to 
make cooking outdoors easier. Made of 






top-quality stainless steel, with double- 






lacquered maple handles. 











ADEL KITCHEN ‘‘TOOLS” SET © 


Designed for lifetime beauty and utility. 








Exclusive ‘‘Finger-Grip’’ handles heat- 







molded on shank. Finest stainless steel 
and silver braze assembly. 





If your jobber has not yet seen you about these fast-selling 





nationally advertised items write directly to... 






INTER - COASTAL COMPANY, INC. 


Transamerica Building, 649 South Olive Street @ Los Angeles 14, California 












In charge of marketing and national sales for the consumer products of 


ADEL PRECISION PRODUCTS CORP. ¢ Factories in Burbank, Calif. and Huntington, W. Va. 
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cx-ouT FOR SALES 


ACE 2-1 RUBBER HEADED HAMMERS 
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ACE 2-1 HAMMERS REALLY MAKE A HIT 


Dan Morey 


| 
| 
| 
814-16 SO. ROBERTSON BLVD., LOS ANGELES 35, CALIF. 


WICKEt FE the new 
HAND CLEANER 

that removes GREASE, GRIME, PAINT 

without the use of water! 


Gentle. Quick acting. 
Fortified with Lanolin 
and Vegetable Oils. 
Prevents chapping. 

















Territories open for 
live-wire representa- 
dick ian ‘ tives. 

TRY IT YOURSELF! 








Mail this coupon to us for a free sample jar of Quickee. 
TUDOR PRODUCTS, INC. 
179 West 229th Street, New York City 
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PROFITABLE 
HARDWARE STORE ITEMS 


(NEATSLENE [y 
@MBAx ® Mtcancm ©) 


Contains no rosin. Made in stick ond liquid. 











=a | 





Mil 


Other (eather - 
> — NEATSLENE HARNESS 
; Oil. Made in = : 
Lr fovetiestiienn hops Victory 
Se ond Sheps Stor Horness Oli. 
ee Made from same formula for 
=: over 30 years. Contains fish 

















“BEST FOR LEATHER IN ALL KINDS OF WEATHER” 
From the Foot Bones of beef animals processed in 














Omaha Packing Houses, comes the Pure Nectsfoot 
Oll used in SHEPS NEATSFOOT OILS. 


Made in three grades. Pure—Prime—No. ! 
Softens—Preserves Leather 


Sold by jobbers everywhere. Inquire of salesmen 


NEATSLENE COMPANY 


Roy W. Shepard, * 
OMAHA 8, ee 























MORE PROFIT 


WITH THESE FAST- 
MOVING ITEMS... 


Retail 
@ Hi-Flyer .........-0- cee ceecees 10¢ 
@ Kaife Recks ..........cccccccees 10¢ 
@ Magic Spinner ...............+-- 10¢ 
@ Toy Cannons ..... .......-++++ . 0¢ 
@ Toy Rolling Pins..............- - 10¢ 
@ Dartchery Sets ............... 10¢-25¢ 
@ Plastic Boomerang ............. . Se 
@ Twin Flyer Boomerang .......... 25¢ 
@ Repeater Pistols ................ 25¢ 
@ Bemeia’ Sem on ccccccccccccccces 89¢ 
DT. cadenccssevcccececsesoess 1.65 
@ Ketch-All Mouse Trap. . ETT TTT TTT 2.50 


Many other attractive, fast-selling specialties. 


Attractive discounts that give you a fine 
margin of pr@fit. 


WRITE for illustrated catalog and prices 
on our full line of fast selling specialties. 
Tear out this ad and write today. 


NOCKONWOOD INDUSTRIES, 


Dept. H Bloomfield, 


Ltd. 
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This great wholesale hardware net- 
work—now 26 members strong— 
th outlets in 45 cities— offers an 
im more complete nation-wide 


“fat 





ou\Hunt & Mottet Coy 
adds & salesmen, 1500 di 
 the\Northwest, Al 
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Mexico, Alaska and Hav all, be 7 
efit from the combined buying 
strength of Distributors, to- 
taling over $120,000,000 each year. 





Smart dealers look to Liberty Distributors for the competitive merchandise 
customers want —— priced to make profits. It will pay retailers not acquainted 
with this set-up, to contact their nearest Liberty Distributor today! Manufac- 


turers: Bring your lines to any Liberty Distributor—or Headquarters. Then 
1250 salesmen can be yours! 
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TRADE POLICIES WHICH GIVE THE 


GREEN LIGHT 


10 YOUR BUSINESS GROWTH 


Yes! WOOD POLICIES, policies of four-square dealings with 
customers, mean MORE BUSINESS... GROWING BUSINESS, 
BETTER BUSINESS . .. for you. Some territories still available. 
Write for details of the Wood Protected Distribution Plan. 
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AMERICAN CHAIN | 


Answers Another Chain Question... 





“Elwel” Chains are the smaller sizes 
of American Chain’s high quality elec- 
trically welded steel chain. There are 


three basic patterns as follows: 


1. Elwel Coil Chain—either straight or 
twist link—made in 12 sizes from 
5 (%a") to 7-0 (He”). 


9. Elwel Machine Chain—straight or 
twist link—12 sizes, from 5 (%4") to 
7-0 (%6")—from 25 to 11 links per 
foot. Elwel Truck Chain is similar to 
Elwel Machine twist link but is made 
in heavier sizes—up to 12-0 ('%2"). 


3 Elwel Passing Link—with links de- 
* 


signed wide enough for links to pass 
—removing tendency to kink. Sizes 


2-0 (No. 6 Ga.) to 7-0 (%e"). 








Elwel Assemblies. Equipped with rings, 
hooks, toggles, snaps, etc., Elwel Pattern 
Chains are made into a variety of assem- 
blies for farm and industrial use. 


‘++ SELL AMERICAN - - - rue comptere cuatn LINE 


American Chain Division makes all types of electric welded and fire 
welded chain — all types of weldless chain made of formed wire or 
stampings — a complete line of chain fittings, attachments and 


assemblies — repair links — cotter pins — hooks. 


if York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 







Be. AMERICAN CHAIN DIVISION 
Na CA AMERICAN CHAIN & CABLE 


CZ 
Wor 
—— @, In Business for Your Safety 
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Informal Editorial Comments ... 


Just Among Ourselves 
... By Charles J. Heale 








This Has Been an Active 
And Very Important Week End:— 


‘ew comments are 
being written Sunday evening, 
June 30, at home. The long await- 
ed atomic bomb test was com- 
pleted a few minutes ago and it 
seems to us that almost every- 
thing else one might say or think 
is completely dwarfed by the pos- 
sible importance and impact of 
the results of that historic test. 
One of my business associates 


and good friends, Tom Lippert, 
editor of The Iron Age is on the 
scene and will soon return with a 
first hand story. In the meantime 
all of us are, or should be, 
thrilled at the fine radio report 
of what has happened at Bikini 
Atoll. 

So far, the only known use of 
atomic energy has been for de- 
structive purposes. Fortunately, 
the development and use was un- 
der our own control. Had it been 


otherwise the story would have 
been different—much different. 
The probable potential use of 
atomic energy for various con- 
structive purposes is as yet un- 
known to most of us—perhaps to 
all of us. We hope that its seem- 
ingly unlimited possibilities will 
be directed toward peacetime 
pursuits for the benefit of all 
mankind—and, if enough human 
beings want it that way, that is 
the way it will be. 


Chester Bowles Resigns 
And OPA Is Through:— 


WERE it not for the super-im- 

portance of the atomic bomb 
test out in the Pacific, this partic- 
ular week-end might well be re- 
membered as marking the termi- 
nation of OPA and the resigna- 
tion of Chester Bowles. We are 
pleased with both accomplish- 
ments, believing that both OPA 
and Mr. Bowles had already out- 
lived their usefulness, for we 
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have long believed that business 
could not long continue to oper- 
ate with 1946 costs at 1942 
prices. And we are still naive 
enough to believe that without 
good and profitable business 
there cannot be a good employ- 
ment status and that without that 
there can be little buying power, 
which we shall continue to think 
is the basic governing factor in 


our entire national economy. 

Of course, between now and 
the time this issue reaches our 
readers, Congress may enact 
some emergency price and rent 
control legislation. New York 
and some other states have rent 
control laws which will function 
should federal price control, as 
it now seems, be terminated. 
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Prices Will Likely Advance Quickly 
On Many Things Until Supply Starts 
Catching Up With Demand:— 


IF: as now seems to be the case, 

OPA and federal price con- 
trol are permanently out we will 
unquestionably face some con- 
fusion and a temporary wild 
scramble to raise prices on many 
things we all need and on many 
hardware store lines. 

It remains our opinion, how- 
ever, that as supply catches up 
with demand competition of pro- 


ducers and distributors will 
normalize the upward movement 
of prices. We also continue to 
believe, that with price controls 
off, production will be resumed 
on many basic hardware stores 
items that are not now being 
made in sufficient quantities, if at 
all, because there were not suf- 
ficient margins under OPA rules. 


= 2 @& 


With price controls off, wide- 
spread production should devel- 
op rather quickly. While some of 
the “alleged heavy demand” for 
many things may taper off as 
goods become available, there 
should be an impetus to business, 
assuming that producers and dis- 
tributors conscientiously avoid 
going “hog wild” on price ad- 
vances. 


The N.R.H.A. Congress at Chicago:— 


HE major portion of this is- 

sue is devoted to the details of 
the recent N. R. H. A. Congress 
held in Chicago. Approximately 
625 registered, including dele- 
gates, their families and guests. 
The program was well arranged 


with morning sessions only (ex- 
cept the closing business session 
on Thursday). There were exact- 
ly three speakers for each morn- 
ing session. Attendance was good 
and every speaker had an ob- 
viously interested audience. The 


* * * 


talks by two wholesalers, Frank 
Kaufman of Hibbard’s and Lu- 
ther Stein of Belknap provoked 
the only extended discussions 
from the floor. Their messages 
are published, practically in full, 
in this issue. 


Lawn Mowers From Britain:— 


AMONG the first basic hard- 

ware store volume items that 
were taken off the market for 
war reasons were lawn mowers. 
Although production has been 
partially resumed, lawn mowers 
are still scarce and are much in 
demand. An appropriate editori- 
al comment, dealing with this 
item, appeared recently in the 
Hartford (Conn.) Courant read- 
ing as follows: 

“You may have had difh- 
culty in purchasing a lawn 
mower lately. If so, you will be 
interested in an advertisement 
that appeared this week in a 
New York newspaper. It an- 
nounced proudly that it had 
exactly 1000 lawn mowers on 
hand for immediate sale at 
$15 dollars apiece. These 
mowers were described as hav- 
ing five blades, bronze bear- 
ings, seven-inch wheels with 
treads. But the most interest- 


ing fact about them is that they 
are British-made machines 
equipped with Sheffield steel 
blades. 

“This is only one more bit 
of evidence of the fact that 
while America has been squan- 
dering its great industrial po- 
tential in labor disputes, our 
British cousins have been 
busy producing needful goods. 
These are 1000 lawn mowers 
American industry will never 
make. It is a small item, con- 
sidered by itself. But it testi- 


fies to the fact that unless 
America wakes up and realizes 
that this is one world indus- 
trially, even our domestic mar- 
kets will shrink right under 
our complacent noses.” 


If OPA is really out of the 
window, and it seems almost too 
much to hope, we predict an im- 
provement in the lawn mower 
situation but are somewhat afraid 
that the improvement may not 
take place quickly enough to be 
of much help to the current active 
selling season. 








Your “Who Makes It?” Directory 
Will Reach You About July 18 


The next issue of HARDWARE AGE, dated July 18, 1946, will be the 
25th annual edition of the extremely useful HARDWARE AGE “Who 
Makes It?” Directory—the original and still the best and largest. The 
tremendous job of producing this great issue may cause its delivery 
to be a few days late—but it will be well worth waiting for. WATCH 


FOR IT! 
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 _— knocks 
loudly and persistently for a great 
many returning service men in the 
builders’ hardware field. At no pre- 
vious time has there been the need 
for such men as there is right now. 
Here is indeed a profession offering 
employment, income and keenly in- 
teresting work that is unique in that 
it never has been over-manned as 
many professions are or have been. 


Reward Is Obtainable 


To men with the intestinal forti- 
tude to grasp the opportunity and 
stick it through, real reward is ob- 
tainable now as never before. 

First—This is not an article on 
statistics, it is a widely accepted fact 
that for years to come there will be 
a big building market requiring 
builders’ hardware. 

Second—A shortage of competent 
men prevailed in this field prior to 
the war. Deaths, changes of occupa- 
tion by many such men for various 
reasons during the war, and no 
young men learning the business for 
the past five years because of the 
war, makes the need really acute. 

Third—In the past, too little at- 
tention was given to proper training 
in this field. Just prior to the war, 
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HarpDwareE ACE published a series of 
articles called “Taking the Mystery 
Out of Builders’ Hardware” and 
in 1940 compiled it in book form. It 
is now available for those wishing 
directed training in the profession at 
$1.50 in the deluxe binding or at $1 
in a paper cover. No ambitious man 
need be without this guide at such a 
small investment. 

Fourth—Just prior to the war in 
1941, a group of builders’ hardware 
men unselfishly interested in advanc- 
ing the occupation professionally or- 
ganized the Society of Architectual 
Hardware Consultants with require- 
ments of membership sufficiently 
strict as to dignify the calling as a 
profession, which it really is. This 
society, with headquarters at 420 
Madison Ave. in New York City, has, 
and in the immediate future plans 
even more so, done much to direct 
the training of its future members. 
They are ready willing and able to 
assist all worthy men to obtain the 
knowledge necessary to acceptance as 
members in the society. 

Fifth—Service men under the G.I. 
Bill of Rights can obtain financial as- 
sistance from the government during 
their period of training which, vary- 
ing with length of service, enables 
them to accept the reasonable salary 
a trainee earns for his employer dur- 
ing this period and yet give them 





comparable income with other posi- 


tions not offering the future oppor- 
tunity that this profession does. 

For these five reasons this article 
is a real challenge to ex-service men 
alive to the opportunity. We used 
to call adequately equipped and 
trained persons “builders’ hardware 
men,” now thanks to the society we 
call them “architectural hardware 
consultants.” Such a person becomes 
a bit of an architect, a builder, an 
engineer and a mechanic. He is 
capable of specifying, servicing and 
scheduling the builders’ hardware for 
all types of buildings be it residence, 
church, school or skyscraper. 


* Renders a Distinct Service 


The profession is recognized by all 
as rendering a distinct service to the 
building field. The work is interest- 
ing, every job presenting varying 
problems which insure its never be- 
coming dull. 

Recently, the owner of a hardware 
store asked me, as author of the book 
“Taking the Mystery Out of Build- 
ers’ Hardware,” to outline for him a 
proper training course for one of his 
men in this profession that he might 
qualify both his company and his 
man under the job training program 
of the G.I. Bill of Rights. 

First, let me state again that both 
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the employer and the service man 
must qualify. The service man quali- 
fies for a period of years up to four 
years depending on his length of ser- 
vice in the armed forces. His finan- 
cial return depends on (a) married 
or single, (b) income received from 
qualified employer (c) difference be- 
tween (b) and minimum income as 
an architectual hardware consultant 
when his training is completed. Gov- 
ernment benefits range up to, but not 
exceeding $90 a month. The em- 
ployer qualifies when his application 
is approved fully outlining the train- 
ing course provided. 


To Obtain Information 


As the operation of this part of the 
Service Men’s Readjustment Act has 
been delegated to state agencies, and 
to different agencies in each state, re- 
quirements for qualifying may vary 
slightly from state to state as to the 
method necessary for a company to 
be recognized as an approved train- 
ing agency. Definite information as 
to steps to be taken in your state can 
be secured from the local office of the 
Veterans Administration. Generally, 
it will be necessary to furnish only a 
description of the job for which the 
man is training and an outline of the 
course of work which you propose to 
follow and the course following may 
be used as a guide in preparing this 
schedule. 

To outline such a course must of 
necessity depend on the previous ex- 
perience of the individual candidate. 
For the purposes of the outline follow- 
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ingjand the G. I. Bill of Rights 


There’s a real future for the former 
serviceman in the field of builders’ 
hardware. This article describes the 
opportunities offered and outlines a 
four year training program 


ing we shall assume such candidate 
has had no previous experience and 
that he is entitled to four years train- 


ing under the G.I. Bill of Rights. 


Outline of Four Years Training 
Preliminary Training—Six Months 

A—Store Routine—general— 

Stock keeping and store arrange- 

ment. 

Receiving and shipping. 

Billing and bookkeeping. 

Departmental training in all de- 

partments except Builders’ Hard- 
ware sufficiently well that candi- 
date is familiar with kindred 
items sold in store outside his 
own department. 

B—Store Routine — departmental 

—six months— 

Receiving incoming builders’ hard- 

ware. 

Checking invoices from suppliers 

as to quantities. 

Putting incoming goods in stock. 

Filling orders for builders’ hard- 

ware sold by others. 

Learning departmental stock ar- 

rangement and stock keeping. 

C—Factory Training— 

Most manufacturers offer their 
customers’ men an intensified train- 
ing at their factory which is greatly 
to be desired by the candidate. This 
should come during the first year out 
of the time allowed steps (A) and 
(B). As this must be done at a time 
when such training is available by 
the factory and convenient to the em- 
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ployer and as length of time varies in 
different factories no time limit is 
herein given. 

Just this word of caution. It is 
beneficial to the candidate and to the 
factory if the candidate has had a 
portion of his B t. aining before com- 
ing to the factory. By that time the 
‘employer has sufficient experience to 
judge whether the candidate shows 
enough interest to warrant the cost 
by factory and employer to warrant 
such expenditures. 

Factory training should include: 
Manufacturing procedures, lock mak- 
ing, cylinder setting, door closer as- 
sembly, pricing, catalogs, ordering, 
advertising sales help, blue print 
reading, detailing, contract estimat- 
ing, general sales technique. 

Necessarily, such a short course, as 
most manufacturers offer, of one or 
two months, can only highlight what 
the candidate must learn. If he ap- 
plies himself, however, such training 
will prove of inestimable value 
throughout his business life. 

D—At the end of the first year 
candidate should have completely 
mastered Elementary Course—“Tak- 
ing the Mystery Out of Builders’ 
Hardware,” Chapters 1 to 12. 


The Second Year 
With the completion of the can- 
didate’s first year he is now ready to 
(Continued on page 93) 
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Prices Boosted on Some 
Merchant Wire Products 


By KARL RANNELS 


Associate Washington Representative 


of Hardware Age 


os MAL announcement of 
increased prices of alloy steel products, 
nails, bale tie wire, steel screen wire 
cloth, and pipe and oil country tubular 
goods was made by OPA on June 11. 
In addition, the schedule of extras set 
up for hot and cold rolled steel sheets 
and strips of rimmed stock steel was 
modified so as to extend them to draw- 
ing quality in these products. The 
changes were made immediately ef- 
fective. 


Alloy Steel Products 


The alloy steel products change re- 
placed the 4 per cent in maximum 
prices granted last March 1, with a 8.2 
per cent increase, a net advance of 4.2 
per cent. 

Nails were increased to $10 a ton. 

The price of bale tie wire was in- 
creased by eliminating the required 
discount of 20 cents per 100 Ib. 

The price of 18 by 14 mesh screen 
cloth was increased 11.25 per cent, with 
proportionate increases provided for all 
other sizes. Maximum prices for all 
sizes of screen wire cloth except 18 by 
14 were increased last March. 

The change in the pricing of pipe 
and oil country goods restores the cus- 
tomary practice of using a list price and 
discount system. OPA said that it is 
designed to end the difficulties and con- 
fusion that have resulted in a few cases 
from the dollar per ton increases. It 
was added that this changing of ap- 
plicable discounts will result in price 
increases in some cases and in reduc- 
tions in others but will increase the 
general level of maximum prices. 

The new list of extras provided for 
drawing quality in uncoated or coated 
hot and cold rolled carbon steel sheets 
and strips—l2 gage and heavier, 15 
cents per 100 lb; 13 gage to 21 gage, 
25 cents per 100 lb; and 22 gage and 
lighter, 35 cents per 100 lb—may be 


44 





Nails go up $10 a ton, discount on bale tie wire 
removed and 18 by 14 mesh screen wire is raised 
11.25 per cent. Other increases on alloy steel 


charged only when drawing and meet- 
ing other specified requirements. 

OPA said that the increases in prices 
were made possible through savings 
made because of the inability of tin 
mill products to take advantage of the 
general steel price increase of $5 
granted by the OES directive of March 
1. Tin mills were unable to benefit from 
that increase because of existing long 
term contracts. 

The advances were allowed because 
of increased costs arising from wage 
boosts and high materials costs. 

OPA said that the increased percent- 
age granted to alloy steel products was 
necessary because the former 4 per 
cent fell far short of compensating pro- 
ducers for their increased labor costs. 
On the average, it was stated, labor 
costs are a much larger factor in the 
production of alloy steels and for car- 
bon steels and the total increase about 
averages the increases given carbon 
steel products. 

The additional increase in the price 
of wire nails was granted when it was 
found that the formes increases were in- 
adequate. OPA twice previously grant- 
ed base price increases of $7 each, the 
last on last March 1. The $10 increase 
just granted brings the base price of 
nails up to $75 a ton—47 per cent above 
their base price of $51 a ton. 








So Far Away! 


REECE is sorely harassed not only 
by inflation but also by a wave of 
strikes that cripple industry and even 
seriously hamper Allied efforts at relief. 
“No sooner does one group go back to 
work,” an article in Town and Country 
says, “than another group lays off.” 
It’s hard to believe. In our well-or- 
dered, strikeless peace and plenty how 
difficult for us to realize the plight 
of these poor, remote, strike-smitten 
Greeks! 
—N. Y. World-Telegram editorial 


products and pipe and oil country tubular goods 


In addition to OPA and CPA ac- 
tions—the latter has set up specific 
goals for all manufacturers of nails— 
the Office of International Trade, Dept. 
of Commerce, has placed building nails 
under export control at the request of 
NHA and CPA to provide additional 
nails for domestic use, particularly the 
Veterans’ Housing program. The pro- 
duction goal set up at the request of 
Housing Expediter Wilson W. Wyatt 
calls for not less than 55,000 tons in 
June and increasing to at least 66,000 
tons per month by September. 


Bright Wire Nails 


Wholesalers of bright wire nails may 
continue to determine their ceiling 
prices by applying the dollar-and-cent 
mark-ups per keg listed in the regula- 
tion (Revised Supplementary Regula- 
tion 14) providing modifications of 
maximum prices established by the base 
period “freeze” action (General Max- 
imum Price Regulation). Retailers of 
these nails may also continue to fix 
their prices to conform with their dol- 
lar-and-cent price schedule (Supple- 
mentary Order 151). 

Wholesalers of galvanized nails may 
determine their new ceiling prices by 
adding dollar-and-cent mark-ups over 
costs specified in the regulation cover- 
ing resales of these products (Revised 
Price Schedule 49). However, retailers 
of galvanized nails must continue to 
sell them at base date “freeze” levels. 
These resale provisions are being 
studied by the price agency and may 
be changed soon, OPA said. 

Resellers of screen cloth may con- 
tinue to fix their maximum prices as 
formerly. Jobbers may use the percent- 
age mark-up over costs in their regula- 
tion covering the resale of iron or steel 
products (Revised Price Schedule 49). 
Retailers will use the specified per- 
centage mark-ups over costs in the OPA 
order covering sales at that level (Sup- 
plementary Order 151). 
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Here is a typical 
window display of 
tools. attractive, 
neat and appeal- 
ing to all types 
of customers. 


Complete Tool Line Draws Customers 
From Radius of 50 Miles 


Peete Hardware & Tool Co. has built 
a reputation as tool headquarters 
for both builders and home owners 


\ HILE many hardware 


stores have turned to soft goods lines 
in order to attract more business and 
meet syndicate and other types of 
competition, Peete Hardware & Tool 
Co., Inc., Sioux City, lowa, has spe- 
cialized instead in tools of various 
descriptions for builders, contractors 
and home owners. 

As a result, according to Barrett 
Peete, owner, this store gets business 
from a radius of 40 and 50 miles. 
Customers know the wide range of 
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tools and supplies which the firm 
carries and will go out of their way 
to come to the store and buy. Prices 
on tools and special supplies run 
quite high with satisfactory profit 
margins, according to Mr. Peete. 
“This type of trade fits in very well 
with our business,” says Mr. Peete. 
“The contractor of building who 
knows, for example, the wide variety 
of bits we carry in stock will learn 
to come here regularly to fill his tool 
and supply needs. In this way we 
have an excellent repeat business on 
many items. Many stores are not 


willing to tie up the capital in stock- 
ing many of these tools and supplies, 
because of occasional slow-turnover, 
but by specralizing in this field we 
have worked up our turnover fairly 
well because we have many custom- 
ers who come here specially to buy 
such supplies.” 

This firm has the reputation of 
putting forth some of the best win- 
dow displays in that city of 80,000. 
Even rival chain store managers ad- 
mire the Peete windows and do not 
hesitate to say so. 

Peete’s windows are characterized 
by painstaking detail and neatness. 
In the case of tool windows, all tools 
on display are carefully wiped with a 
cloth to remove dust and finger 
marks. 
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The Art Institute is in the center. In the central background is the Furniture Mart. ( 


| The Story of the N. BR. H. A. Congress 











EARL DEAN 


of York, Nebraska, 
elected president 
for the ensuing 
year at the 47th 
annual Congress 
of the N.R.H.A. 
at Chicago, Ill. 
June 24-27, 1946. 
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, om National Retail 


Hardware Association held its 47th 
annual Congress, June 24-27, 1946, 
at the Congress Hotel, Chicago, IIl., 
with an attendance of 625 dele- 
gates, their families and guests. 
This was the first post-war meeting 
of the association and the first com- 
plete Congress since that held in 
New Orleans, La., in June, 1941. 
Emphasis was on more equitable 
consumer co-op taxation, better re- 
tail salesmanship, salesclerk wage 
incentives, the outlook for business 
in general and the hardware trade 
in particular. Presiding at all ses- 
sions was Dan E. Billman, Minne- 
apolis, Minn., who was succeeded as 
president by Earl Dean, York, Neb. 
A. H. Carpenter, Athens, Ohio, is 
the new member of the board. 
Complete details as to other new 
officers are listed on page 54 of 
this issue. 

Amendments to the N.R.H.A. con- 
stitution and by-laws adopted at 
the concluding session of the Con- 
gress called for the deletion of 


HARDWARE AGE 





Grant Park as seen from the Congress Hotel with the Giant Navy Pier at extreme left. 


TS 47th Annual Congress of the National Retail Hardware 
Association asks Congress to require cooperative organiza- 
tions, whether incorporated or not, to pay taxes on same basis 


as those with which they compete. Urges members, during price 
adjustment period to seek and adhere to customary mark-ups 
and margins. Met June 24-27 at Congress Hotel, Chicago, IIL., 
Earl Dean, York, Neb., succeeds Dan E. Billman, Minneapolis, as 


Article VI pertaining to the Officers’ 
Council and recommend that in 
place of the Officers’ Council, an ex- 
ecutive session, open to all members 
instead of just officers, be held ait 
each Congress. 

A second change provided that 
the administrative body of the as- 
sociation—the board of governors 
consisting of the president, vice- 
president, eight directors and an 
advisory committee—must be ac- 
tively engaged in the management 
of a retail hardware establishment 
and may not serve concurrently as 
secretary or manager of a state or 
regional hardware association. 

A final change was concerned 
with reimbursing members of the 
Board of Governors for their ex- 
penses; the annual expense allow- 
ance to the president and the salary 
of the managing director. 

The following resolution on taxa- 
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president. Attendance was 625. 


tion of 
adopted : 


consumer co-ops Was 


Taxation of Cooperatives 


Many years ago Congress wrote 
into the revenue laws exemptions 
to producers’ co-operatives upon 
certain explicit conditions. It gave 
exemption to such co-operatives if 
operated for marketing agricultural 
products and turning back to pro- 
ducers the proceeds of sales, less 
marketing expenses, or for purchas- 
ing production supplies and equip- 
ment at actual cost plus necessary 
expensés and allowed them to ac- 
cumulate and maintain any reserve 
required by State law or a reason- 
able reserve for any other purpose. 

The intent of Congress was quite 
clear. But unbridled ambition of 
co-operative organizers has led to 
flagrant abuse of a simple privilege 
until today the nation witnesses the 


spectacle of huge co-operative cor- 
porations engaged in mining, oil 
drilling and refining, transporta- 
tion, manufacturing and wholesal- 
ing as well as full scale retailing of 
all kinds of ,goods, without regard 
for their use as production supplies 
and regardless of the restrictions 
of the Revenue Act. 

They deliberately flout the law 
that was enacted to aid the farmer. 
They have retained for organiza- 
tion expansion funds which under 
the law are presumed to be returned 
to patrons and they have grown 
fantastically with this free capital 
on which they pay no tax to the 
Government and no interest to the 
rightful owners. 

Every tax increase adds to the 
advantage of those who enjoy ex- 
emption. Skyrocketing income tax 
rates during wartime have vastly 
increased the benefit of tax exemp- 
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DR. ALFRED P. HAAKE 


Economist, Lecturer 


PHIL S. HANNA 
Chicago Daily News 





DeLOSS WALKER 
Business Analyist 








tion and contributed in such sub- 
stantial measure to the cooperative 
movement as to make it a menace 
to taxpaying business. Tax exemp- 
tion as abused by the co-operatives 
is attracting the attention of tax- 
paying corporations to the idea of 
converting to the co-op form as a 
means of escaping taxation which 
must continue heavy for untold 
years to come. 

If this is allowed to continue, tax- 
paying business on the one hand 
will find it more and more difficult 
to compete with cooperatives and 
on the other hand the Government 
will find its revenue sources pro- 
gressively disappearing. Thus han- 
dicapped, the Government, in rais- 
ing the revenues necessary to main- 
tain itself and reduce its tremen- 
dous debt, will lay an ever-increas- 
ing tax load upon the fewer remain- 
ing taxpaying businesses. 

This situation is already intoler- 
able to business and is distinctly a 
trend toward ultimate destruction 
of our economic system and our 
form of Government. To re-empha- 
size the seriousness of this problem 
confronting business people and the 
nation, it is hereby RESOLVED, by 
the National Retail Hardware Asso- 
ciation, assembled in its 47th an- 
nual congress in Chicago, this 27th 
day of June, 1946, that it will use 
its utmost efforts and that it urges 
its members individually to give 
their full support in insisting that 
Congress amend the tax laws so as 
to require co-operative corporations 
to pay taxes on the same basis as 
ether corporations with which they 
are in competition. 

On the price situation, present 
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and future, the following was 
adopted: 


Prices After OPA 


WHEREAS, It is our conviction 
that the only regulation of industry 
and commerce which can perma- 
nently prevail is the law of supply 
and demand and that any temporary 
device for the attempted control of 
emergency conditions should be ad- 
ministered realistically and should 
be ended at the earliest possible 
moment; and 

WHEREAS, Capricious, contradic- 
tory and obstructive policies of the 
Office of Price Administration and 
the officious attitude displayed by 
the agency have resulted in confu- 
sion, bewilderment and frustration 
for business and have engendered 
in many business people disrespect, 
distrust and hostility toward price 
control and created a reaction which 
tends to overlook the needs and 
benefits of price control during dis- 
ruption of production and runs to 
extremes; and 

WHEREAS, Stable and _ healthy 
economy can result only through 
the orderly process of manufacture 
and distribution, with each factor 
in industry and commerce asking 
and receiving neither more nor less 
than the usual, reasonable and 
necessary margin for the profitable 
operation of his respective busi- 
ness; and 

WHEREAS, Relaxation or removal 
of price control, whenever it comes, 
will place upon business the sober- 
ing responsibility of voluntarily po- 
licing prices so as to avoid runaway 
inflation and the economic ills and 





disaster attending such a eventual- 
ity, therefore, be it 

RESOLVED, That the National Re- 
tail Hardware Association strongly 
recommends during the period of 
price adjustment and until such 
time as merchandise supply is in 
balance with demand that each 
member ask for and accept only 
such markups and margins as he 
has customarily taken, on the basis 
of his actual or replacement costs, 
and scrupulously avoid any act con- 
tributing to price inflation. 

Other resolutions expressed 
thanks to the managing director 
and the association’s staff for its 
efforts and expressed approval of 
the opening of the association’s 
Washington office under the direc- 
tion of W. R. Noble, who also rep- 
resents the National Retail Farm 
Equipment Association in a like ca- 
pacity. The late D. Fletcher Bar- 
ber, Boston, Mass., was paid trib- 
ute in a memorial resolution. 

The executive session Monday 
afternoon was followed that eve- 
ning by the formal opening, with 
invocation by Hugh C. Ross, Jack- 
son, Tenn., past president, N.R.H.A. 
H. A. Dornbos, Wilmette, IIl., past 
president of the Illinois associa- 
tion, welcomed the convention. Del- 
egates from 33 of the affiliated as- 
sociations were introduced by 
Rivers Peterson, managing direc- 
tor, N.R.H.A., who also presented a 
number of other guests. Some of 
the delegations sang their state 
songs. 

President Billman’s message, 
“Paths to Progress,” was delivered 
at the Tuesday morning session. 
Part of it is printed in this issue of 
HARDWARE AGE beginning on page 
50. 


The Business Outlook 


In his talk on “The Business 
Outlook,” Phil S. Hanna, business 
columnist, Chicago Daily News, 
pointed out that perhaps the ma- 
jor factor in the business situation 
is the effect of recent strike settle- 
ments in which wages have been 
raised in anticipation of a volume 
of business which would absorb 
new high costs. With only from 
one-third to one-half of all consum- 
ers having had wage increases a 
few manufacturers are finding 
ways to absorb higher costs. How- 
ever, he declared, volume depends 
on a wave of buying by all the 
people. 

But even some of those who have 
had wage increases have had their 
buying power reduced by periods 
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of unemployment due to strikes. 
Others in this category have had to 
sell their backlogs of war bonds. 
Hence the group that has been ex- 
pected to furnish the impetus for a 
post strike boom is little better off 
than the fixed income group. Sel- 
dom has the country witnessed a 
better illustration of the economic 
futility of strikes. Potentially the 
business outlook was never better. 
Though part of the $120,000,000,- 
000 of new war time savings has 
changed hands, it still exists. 

Never was the need and demand 
for goods as great; never has the 
country had such backlogs of re- 
placements to fill; building hasn’t 
been normal for about 25 years, au- 
tomobile building for six years, 
railroads need billions of new 
equipment; vast replacements are 
due in public works. 

The recent hotel fires illustrate 
how far beyond the normal replace- 
ment date the buildings and equip- 
ment have been used—and over 
used. Thousands of miles of elec- 
trical circuits need replacement 
and tons of hardware needs refur- 
bishing. 

The starting signal for the revi- 
val of manufacturing this tremen- 
dous replacement tonnage—as well 
as for bringing out the new things 
which abound—depends on a read- 
justment of wages and costs. 

Volume is the result, not the 
starting point of business expan- 
sion. The many millions living on 
fixed incomes and those in the 
white collar class who have not had 
their wages increased have had 
their purchasing power curtailed. 
Naturally their impulses are to- 
ward a buyers’ strike; obviously 


they cannot contribute much to the 
all-necessary volume upon which 
the Bowles-Reuther wage cost ab- 
sorption theory depends, declared 
Mr. Hanna. 

But great strides can be made 
toward absorbing higher wage 
costs and keeping prices down if 
labor will increase its efficiency, 
stop slow downs and drop its feath- 
erbed rule program. 

Sometime, and I think fairly 
soon, this readjustment will take 
place. It will be pretty sharp. But 
when it has taken place the country 
will go ahead at an unprecedented 
pace, Mr. Hanna concluded. 

Managing Director Peterson’s 
report to the members covered as- 
sociation services and activities 
during the war and in the post-war 
era, and expressed appreciation to 
staff members for their efforts. He 
also complimented the National 
Wholesale Hardware Association’s 
managing director, George A. Fern- 
ley, Philadelphia, Pa., for the co- 
operation given by the latter or- 
ganization. 


The Annual Banquet 


At the annual banquet, Wednes- 
day evening, De Loss Walker, Chi- 
cago, Ill., spoke on “Business Needs 
Leaders.” Business, he declared, 
wants freedom from government 
eontrols and dictation. Industry 
seeks reassurance that it will be 
kept free from government seizure. 
Management insists on its right to 
make vital decisions—especially in 
labor matters. Investors yearn for 
the opportunity of receiving the 
dividends which the company 
earns. We all long for a period of 
stabilized prosperity. 


Business does not operate for 
profit any more than it operates to 
give men jobs, Mr. Walker main- 
tained. It is not a case of labor’s 
“rights” and investors’ “rights”; 
for neither have such rights. It is 
not a matter of who gets what. Be- 
cause of such talk we have devel- 
oped a case of the jitters. 

Today, said Mr. Walker, great 
masses of consumers are confused 
in their thinking. They believe that 
there is an easier way out. Some 
even think they are protected by 
OPA controls. This, they are told, 
sets aside the eternal laws of “time 
and place, supply and demand.” Of 
course, this is not true. Business 
needs leaders. 

Until we of business manage- 
ment fully appreciate this need, 
and start giving this leadership, we 
cannot expect a better day, Mr. 
Walker warned. We must answer 
the confusion, give facts and show 
the right way forward. By example 
we must convince consumers that 
we are both honest, honorable and 
know where we are going, and that 
we operate only for the consumer. 

Following the installation of of- 
ficers and the reports of commit- 
tees at the final session, Dr. Alfred 
P. Haake, Parkridge, IIl., delivered 
a highly inspirational address, 
“Business Faces the Future.” 

The entertainment program in- 
cluded an informal dance in the 
Casino Room of the hotel on Mon- 
day evening and the annual ban- 
quet on Wednesday evening. 

In the following pages major 
portions of some of the addresses 
are printed. 


The first meeting gets under way on Monday evening at which time the roll call was made. 
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Paths to Progress 


By DAN E. BILLMAN 
Minneapolis, Minn. 
Retiring President NRHA 


At the Tuesday 
morning session 


S wor we last met in a 
National Congress five years ago at 
New Orleans — many things have 
happened — this world of ours 
travels at a fast pace. The second 
world war with all its horrors— 
suffering and economic loss is now 
history. The peace we coveted and 
fought for is apparently a long way 
off. The greed for power and the 
selfishness in men’s hearts has not 
changed and as long as the rule of 
might continues we have little hope 
of a lasting world of peace. 

Many people refer to this period 
as the atomic age. New discoveries 
—new uses of atomic power if har- 
nessed to wheels of industry can 
very well change our entire eco- 
nomic structure—where power such 
as the world could only dream about 
—where and what it leads to—no 
one knows. This may be the atomic 
age not only in war and in industry 
but in business as well. We are go- 
ing to see without a doubt many 
changes some of which we can fore- 
see—and others that will follow. 


Something to Think About 


This new era with its new prob- 
lems and intensive competition is 
something for us to ponder and to 
think seriously about. Not only 
are we going to have all the old 
forms of competition — but many 
new ones. The big national chains 
and other forms of competition are 
already set with their new plans— 
more stores—modern in the last de- 
tail—larger super stores—and we'll 
find them also invading new fields. 
We are going to have competition 


not only of price but of methods. 
The old fashioned small single store, 
some of them not too well kept, may 
pass out of the picture. We have 
only to look what has happened in 
the grocery field. Everywhere stores 
are going to the super type, self 
service, no deliveries, no credits, 
with a minimum of overhead. To 
some extent we can imitate them 
but will never become as completely 
self service. 

Already Ford Motor Co. has an- 
nounced that it will build a car for 
25 per cent less money than present 
models to reach the larger market. 
What Ford can do others will have 
to do just to stay in business. From 
here out we are faced with drastic 
challenges—the paths to progress— 
will be a hard road. 


Must Be Prepared 


In this new age — call it the 
atomic age if you please — where 
business is surely going to be a 
battle and they who survive will be 
those who are prepared. In war as 
in business, the fight is won by the 
strongest, the nation with the most 
resources and greatest strength. 

Hardware stores are everywhere 
waking up to the fact that they do 
have responsibilities to their town 
and from all indications the hard- 
ware store of yesterday with its 
dark dingy atmosphere is emerging 
into up-to-date spic and span stores. 
Store owners who have gone all the 
way in modernization, in adding 
new and allied lines, keeping up 
their displays are reaping results 
far beyond their expectations. 

We have all read the story of 
Rip Van Winkle who slept for 20 
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years. But some hardware men 
that I know are still asleep with 
Rip Van Winkle. Their methods 
are of by-gone days while human 
nature does not change —the ap- 
proach does. Business men are 
spending fortunes to merit patron- 
age and the business of the future 
will be very competitive both as to 
price and methods. 

It is over a year since V.E. day 
and will soon be a year since V.J. 
Day. And still we have shortages. 
Our factories are geared to produc- 
tion yet many dealers’ shelves are 
empty of necessities. Yes, we do 
have wage inflation as well as cur- 
rency inflation and also delayed 
price inflation, to say nothing of 
black markets. Price control was a 
war measure but now it reduces the 
incentive to produce. There are 
many answers given as a solution 
but none so far have given the 
necessary relief. 


Good Years Ahead 


It’s true that in spite of this, busi- 
ness is good, in fact hardware men 
as others are enjoying a prosperity 
never before experienced, due to 
the fact that our customers have 
money and will buy anything with- 
out quibbling about prices. Econo- 
mists predict several years of good 
business because we are in a rising 
market—and because of the pent 
up demand for merchandise. 

Now while retail and wholesale 
business is exceptionally good—pro- 


“Free competition has played the biggest part in our success. Competition is the 
foundation of mass production and volume sales. It has compelled makers to 
supply wants at a price within the means of customers.” 
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EW era brings new problems and intensive 
competition—not only of price but of methods. 
Business without profit will not work, says Mr. Bill- 
man. “There seems to be a growing feeling that 
our American System of Free Enterprise is doomed 
—perhaps due to much propaganda through our 
school systems, co-op propaganda, from labor agi- 
tation and many other sources.” 


duction is not keeping up—and un- 
less something is done we may not 
be able to keep our present volume. 

The theory of a price line without 
profit for industry will not work. 
It is a communistic theory, trying 
to impose high wages and low 
prices upon American industry so 
that our American System of Free 
Enterprise will be destroyed. This 
so-called price line is obstructing 
maximum production. What this 
country needs now is to achieve 
maximum production with full em- 
ployment and freedom to employ 
and produce. Let the free flow of 
goods and service be restored with- 
out meddling by bureaucrats and 
politicians. Then we will have 
stabilized prosperity and not infla- 
tion. 


The Attitude of Labor 


Encouraged by the _ executive 
heads of our government, organized 
labor has shown a contempt for the 
public interest. The result has been 
the halting of reconversion, the 
stoppage of production and the sub- 
jection of the public to loss, incon- 
venience and hardships. The un- 
American idea has developed that 
government should assume control 
over wages and prices. The results 
are that wanted goods are not on 
dealers’ shelves. The things we have 
wanted and have money to buy are 
not in stock. Why — because a 
handful of political appointees with 
ideas and theories but without prac- 
tical experience have set themselves 
up as arbiters over both industry 
and labor. There seems to be a 
growing feeling that our American 
System of Free Enterprise is doom- 
ed, perhaps due to much propa- 
ganda through our school system, 
co-op propaganda, from labor agi- 
tation and many other sources. 

Production of things that people 
want is sure to boom although any 
abundance will not occur until 1947. 
These boom conditions will prob- 
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ably be with us through 1947 and 
even into 1948 before the inevitable 
adjustment occurs to iron out bad 
situations. The long range trend 
still seems to point to several years 
of prosperity. One mail order chain 
reports a 33 per cent gain in volume 
for the first three months of ’46— 
with a profit of nearly three times 
as much as last year. No doubt 
this is fairly representative of the 
average business. Profits from 
wholesaling and retailing are reach- 
ing record levels and with the ex- 
cess profit tax eliminated there will 
be more profits left for business. 
Business enterprises are being sold 
at a rising rate, indicating that it’s 
good time to unload but perhaps a 
poor time to buy with the uncer- 
tainties of price control now set- 
tled and assurance given that busi- 
ness may in a measure be resumed 
on a competitive basis. 


During the last two decades we 
have departed from our American 
traditions which we recognized for 
150 years. There has been a steady 
and persistent infiltration of alien 
idealogies foreign to the American 
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“Not only are we going to have 
all the old forms of competition 
—but many new ones. The big 
national chains and other forms 
of competition are already set 
with their new plans — more 
stores — modern in the last de- 
tail — larger super stores — and 
we'll find them also invading 
new fields. We are going to have 
competition not only of price but 
of methods. The old fashioned, 
small single store, some of them 
not too well kept, may pass out 
of the picture. We have only to 
look at what has happened in the 
grocery field. Everywhere stores 
are going to the super type. self 
service, no deliveries, no credits 
with a minimum of overhead. To 
some extent we can imitate them 
but will never become as com- 
pletely self service.” — Dan E. 
Billman 





way of doing things. A continued 
advance of paternalism and collec- 
tivism heading straight for social- 
ization. This country was built to 
its high preeminence by co-opera- 
tion of free management and free 
labor. 


There was an era when manage- 
ment dominated and assumed a 
public be damned attitude. It’s 
modern sequel is the adaptation by 
organized labor leaders of the same 
attitude. 


Free Competition 


We have grown to be the world’s 
strongest and wealthiest nation 
with the highest standards of living 
ever known by any people. We did 
not achieve this by regulations and 
regimentation or controls — but 
through individual inventiveness, 
research, courage and productivity. 
Free competition has played the 
biggest part in our success. Com- 
petition is the foundation of mass 
production and volume sales. It 
has compelled makers to supply 
wants at a price within the means 
of customers. 


It has developed salesmanship, 
advertising promoted and created 
demands for new products. It has 
brought a steady advance of wages 
—it has brought luxuries into the 
class of necessities. Free competi- 
tion has proven the competency of 
private enterprise. Federal control 
has proved and is still proving its 
incompetence. Under one we have 
plenty — under the other scarcity. 
Isn’t it a mystery that the Ameri- 
can people should continue to toler- 
ate the interference in business by 
petty politicians and bureaucrats 
without practical knowledge of the 
problems of business! 


Back to Fundamentals 


What we do need is less govern- 
ment interference and to get back 
to the good old fundamentals of 
American system of free enterprise 
—where man’s inventiveness, inge- 
nuity and free competitions—with 
favors for none and we can and will 
still be the greatest country in the 
world. 


When life becomes a game—a 
test of wit — and willingness to 
work—a challenge to our imagina- 
tion and daring—a gold mine of 
thought—work and feeling — then 
it’s great to be alive. Losers—moan- 
ers and defeatists are everywhere 
and ready to welcome us into their 
midst. 
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Joseph F. Leopold 


B USINESS is booming 


in tax-free circles. Volume is grow- 
ing by billions. Profits are up by 
millions. Absorption of taxpayers 
by tax-exempts continues. Expan- 
sion plans are prodigious. Let me 
quote a few recent news items and 
ads from the cooperative press: 


The Press Comments 


New York, N. Y.—‘“Expansion 
into new lines of activity has been 
decided upon by representatives of 
50,000 consumer-owners of cooper- 
atives in the eastern states. The 
commercial Eastern Cooperative 
Wholesale and the educational 
Eastern Cooperative League have 
combined as Eastern Cooperatives, 
Inc., which will spend $1,000,000 
this year, taking on household 
products, automotive supplies and 
electric appliances; will build a 
new warehouse in Philadelphia. 
Purchases were 25 per cent higher 
for the first four months of this 
year than in the first four months 
of 1945.” 

Chicago, Ill.—“‘Chicago Consum- 
ers Co-operative, Inc., is selling 
$350,000 stock, out of an author- 
ized capital of $1,000,000, to estab- 
lish a new food chain of 12 super 
markets, with an additional gro- 
cery-meat-dairy store to be opened 
every six weeks thereafter. Co- 
operative Enterprises, Inc., has 
been set up to handle real estate 
and financing of the new venture.” 

St. Paul, Minn.—‘‘Farmers 
Union Central Exchange, Inc., has 
approved a 15-million-dollar pro- 
gram of expansion, planning to 
grow from its present $5,000,000 


in Tax-Free Business 


By JOSEPH F. LEOPOLD 
Southwestern Manager 
National Tax Equality Assn., 
Dallas, Tex. 


net worth to $20,000,000 as quickly 
as possible. If the fight to tax co-op 
earnings can be licked, the general 
manager states, so that the co-op 
may continue to distribute profits 
to members in stock instead of in 
cash, the problem of financing the 
big expansion will be solved easily.” 

Walla Walla, Wash. — “Pacific 
Supply Cooperative, Inc., has set as 
its target for 1950 a volume more 
than three times its present gross. 
This year $750,000 will be invested 
in new facilities and capital. New 
warehouses will be erected, a new 
feed mill will be built, new lines of 
co-op branded merchandise will be 
handled, and a volume of $25,000,- 
000 will be reached by 1950, it is 
expected.” 

Richmond, Va.—‘‘Southern 
States Cooperative, Inc., will mar- 
ket $7,000,000 of products this 
year, as compared with $2,500,000 
last year. In the next two years 
$6,000,000 will be spent for new 
mills, plants and warehouses, in- 
cluding service stores, gas stations, 
frozen food locker plants, electric 
appliances, etc.” 


* x * 


“The demand of competing tax- 
payers is that all co-operatives 
shall be required to pay income 
tax on all earnings that may be 
distributed. That is the way other 
businesses are taxed, whether 
they are corvorations, partner- 
ships, or individual proprietor- 
ships. That is what we mean by 
tax equality”—Joseph F. Leopold 


x *« * 


Kansas City, Mo.—‘Consumers 
Cooperative Association is entering 
upon its third five-year plan, aim- 
ing for a membership of 500,000 


families and an annual business 
volume of $104,000,000 by 1950. 
This volume is four times that of 
the past year. Capital of $40,000,- 
000 will be raised without trouble 
out of retained earnings and the 
sale of non-callable preferred 
stock.” 

Washington, D. C.—‘‘Fifteen 
farmer co-ops have filed applica- 
tions for oil exploration on the Con- 
tinental Shelf, each asking permis- 
sion to explore 100 square miles in 
the Gulf of Mexico.” 

Madison, Wis.—“Wisconsin Elec- 
tric Cooperative will establish re- 
tail stores to sell electric appli- 
ances.” 


Co-op Housing 


Chicago, Ill.—“The National Co- 
operative-Mutual Housing Associa- 
tion has been organized under 
sponsorship of the Cooperative 
League of the U. S. A., to build 
houses in states all the way from 
Texas to New York.” 

New York, N. Y—“Co-op cosmet- 
ics are now available for almost 
every purpose—lipstick in six 
shades; rouge in five shades; face 
powder, make-up, cold cream, tal- 
cum powder, shampoo and leg 
make-up. All are manufactured and 
distributed by National Coopera- 
tives, Inc., of Chicago, and are sold 
in income-tax-free co-op stores.” 

New York, N. Y.—“A series of 
co-op vacation conferences will be 
held this summer at Keuka Park, 
N. Y.; Amherst, Mass.; Caramel, 
N. Y., and Plainfield, Vt.” 

Washington, D. C.—‘‘Group 
Housing Cooperative, of Washing- 
ton, has acquired the Bannockburn 
Country Club at a price of $185,000 
and will develop a cooperatively 
owned and operated community of 
500 to 100 families, with coopera- 
tive stores, nursery schools, gas 
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Hy volume will exceed last year’s $12,000.- 
000,000; all over America tax free competition 


is slashing at established hardware dealers, elec- 
tric appliance dealers, automotive supply stores 
and others; and something should be done about 


this soon, warns Mr. Leopold. 


At the Tuesday 


morning session 








stations, moving picture theaters 
and other community services.” 

New York, N. Y.—“In the face 
of a national shortage of most gro- 
cery products, Eastern Cooperative 
Wholesale is advertising ‘Your 
Co-op has plerity.’” 

Chicago, Ill.—‘“National Coopera- 
tives, Inc., and its 18 wholesale 
members in the United States and 
Canada are advertising a full line 
of electric appliances—refrigera- 
tors, washing machines, ranges, 
electric irons, water heaters, vac- 
uum sweepers, radios, toasters, 
etc.” 

Yes, business is booming in tax- 
free circles. Competition in practi- 
cally all lines of business is coming 
up to plague taxpaying manufac- 
turers, wholesalers and retailers. 
Tax-free accumulations provide 
ample funds to buy out taxpayers 
when they can no longer stand the 
gaff. 


Last Year’s Business 


Last year’s co-op volume of busi- 
ness in the United States was well 
over $12,000,000,000. This year’s 
will be more. 

All over America this tax-free 
competition is slashing at estab- 
lished hardware dealers, grocers, 
electric appliance retailers, automo- 
tive supply stores and others. 
Something would better be done 
about it—soon. 

The Ways and Means Committee 
of Congress has been planning all 
spring to hold hearings on the 
issue, but as July adjournment 
draws near it is evident that there 
will not be time to dig out the facts 
until a later date. That seems to 
mean next January. 

Then the long-awaited overhaul- 
ing of the national tax structure 
must get under way. Then hard- 
ware dealers and all kinds of other 


concept of business’.” 


taxpaying businessmen will tell 
what this unfair tax-free competi- 
tion is doing to them—and it is ex- 
pected Congress will take action to 
eliminate tax inequalities and put 
competition on an even-Steven 
basis. 
* * * 


“Paying taxes will not destroy 
the co-operatives. It will not harm 
them. But it will bring about 
equality of justice, equality of 
opportunity, equality of taxation. 
under which all business will 
compete on equal ‘terms.” 

—Joseph F. Leopold 


~x~ * * 


Between now and then, it is no 
more than plain horse sense for 
taxpaying businessmen and others 
to assemble their facts and to be 
ready. Small businessmen have 
learned a painful but a healthy les- 
son from the recent attempted 
whitewash of cooperative tax free- 
dom by the House Small Business 
Committee, headed by Representa- 
tive Wright Patman, of Texas. 

That report, distinguished chiefly 
for its apparently deliberate misin- 
terpretation of facts, has aroused 
small businessmen the nation over 
to a realization of the fact that po- 
litical opposition to them is quite 
as potent as the economic compe- 
tition. 

The Patman Committee, set up 
by Congress to protect and defend 
small business, turns out to be the 
protector and defender of the small 
businessman’s , fast-growing com- 
petitor. The co-ops, Congressman 
Patman wrote to one protesting 
small businessman, are the. “bul- 
wark of democracy,” and as such it 
makes no difference to him whether 
they pay their share of the Federal 
income tax load or whether they 
continue to ride to greater prosper- 











“Co-ops should be made to pay their share of the cost of maintaining the Gov- 
ernment that permits them to operate under what they choose to call their ‘social 


ity on the backs of the struggling 
taxpayers. 

Ridiculously, as every business- 
man knows, Mr. Patman found that 
co-op volume of business is merely 


“nominal.” “Meaning, I suppose,” 


said one of his Texas constituents, 
“that twelve billion dollars a year 
is peanuts.” 

With complete disregard of the 
facts, Mr. Patman miraculously 
discovered that the Federal income 
tax freedom of all co-ops gives 
them no “substantial advantage” 
over taxpaying competitors. 

But the Congressman from 
Texas has given the supporters of 
tax equality the best break they’ve 
had. He has awakened them; made 
them see that they’ve got to fight 
and fight with all their might if 
they are going to stay in business 
—if they are going to survive 
against the tax freedom and other 
advantages that Congress and a 
liberal-minded Treasury have given 
the co-ops, the mutuals and the 
Government-owned businesses over 
a long period of years. 


Covered the Track 


In their efforts to retain the in- 
come-tax exemption that is now 
permitting them to grow at jet-pro- 
pulsion speed, the co-ops have 
dragged some mighty peculiar red 
herrings across the trail of common 
sense. 

They say—hoping, I suppose, to 
fool taxpaying businessmen—that 
only a small fraction of all co-ops 
are exempt from payment of Fed- 
eral income tax. 

That’s just double talk. There 
are, as almost anyone knows, seven 
different. kinds of co-ops in the 
U. S.—but all seven of them have 
certain characteristics and princi- 
ples in common, whether they are 
farmer or city-consumer owned; 

















whether they are legally exempt or 
non-exempt; whether they are en- 
gaged in marketing, retailing, 
wholesaling, manufacturing or ser- 
vice, whether they are corporations 
or unincorporated associations, 
whether they are big or little, hold- 
ing companies, subsidiaries or 
whatnot. 

They are all business operations, 
aiming to make money for some- 
one. 

They distribute their net earn- 
ings, which they call “savings” or 
“net margins” or “over-deposits,” 
in so-called patronage dividends, 
sometimes in cash money, but more 
often in stock or other evidence of 
equity, while they shrewdly add the 
cash to capital and reserves for ex- 
pansion. 

And they are able to escape all or 
substantially all Federal income 
tax on earnings either by specific 
authority of law, as in the case of 
the exempt farmers’ marketing and 
purchasing co-ops, or by Treasury 
approval of their own estimate of 
the tiny amounts they are willing 
to pay tax on. 

The fact that specifically exempt 
co-ops pay no income tax, while 
non-exempt farmers’ co-ops and 
city consumer co-ops do pay a frac- 
tional tax, is of little importance 
either in the competitive situation 
or in the computation of Treasury 
revenues. 

The demand of competing tax- 
payers is that all cooperatives shall 


be required to pay income tax on 
all earnings, whatever those earn- 
ings may be called, and however 
those earnings may be distributed. 
That is the way other businesses 
are taxed, whether they are corpo- 
rations, partnerships or individual 
proprietorsships. That is what we 
mean by tax equality. 


Incorrect Statement 


Frequently, you hear co-op lead- 
ers say, “We pay taxes just like a 
partnership.” That’s wrong, of 
course. Under present tax rates, an 
individual proprietor or a small 
partnership may often be required 
to pay a higher tax than a corpora- 
tion making like earnings. 

On annual earnings of $100,000, 
an individual proprietor must pay 
in Federal income taxes nearly 64 
per cent, a partnership of two must 
pay 50 per cent and a regular cor- 
poration and its stockholders must 
pay nearly 44 per cent. 

But the non-exempt farmers’ co- 
operative and the recipients of its 
patronage dividends have a present 
liability of only about 914 per cent; 
the patrons of an exempt farmers’ 
cooperative are required to pay 
only about 7 per cent, and neither 
the city consumer cooperative nor 
its patrons need pay a penny of in- 
come tax, whatever the earnings, 
provided the earnings are distrib- 
uted in patronage dividends ac- 
cording to usual custom. 

Translate those percentages into 
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dollars and we find that under 1946 
rates the Treasury will collect on 
business earnings of $100,000, $63,- 
954 from the individual proprietor ; 
$50,958 from two partners in a 
firm; $43,890 from a regular corpo- 
ration and its stockholders; $9,500 
from a non-exempt farmers’ co- 
operative and its patrons; $7,315 
from the patrons of an exempt 
farmers’ cooperative; and zero 
from the city consumer cooperative 
and its patrons. 

I ask you: Is that a competitive 
advantage over small business? 

The assertion is frequently made 
that equality of income taxation as 
between regular corporations and 
cooperatives would be achieved by 
the elimination of taxation of cor- 
porate dividends at the source and 
the imposition of corporate taxes 
only upon the recipients of divi- 
dends. 

Cooperative leaders are quoted as 
saying that it wouldn’t be fair to 
tax cooperative income twice. 

Most taxpayers will agree that 
double taxation is neither fair nor 
equitable and it is understood that 
the Government’s tax experts are 
searching for a means of eliminat- 
ing this double taxation without 
too great a loss of revenue. 


Double Taxation 


At the present time, however, 
double taxation of corporate divi- 
dends is the law of the land. More 
than 80 per cent of all cooperatives 
have become corporations for the 
very excellent reason that this 
form of organization protects mem- 
bers and directors from personal 
liability for losses that may be in- 
curred. Being corporations, these 
cooperatives should therefore be 
made to abide by the corporate tax 
law. We can find nothing in the 
provisions of the law that sepa- 
rates corporations into taxpaying 
goats and tax-escaping sheep, nor 
is there any reason why this should 
be done. 

If and when the time comes that 
double taxation can be done away 
with, then all corporations, cooper- 
ative and otherwise, should share 
alike, but until that day arrives co- 
operative corporations should be 
required to pay income tax in the 
same manner and at the same rates 
as other corporations with which 
they are in direct competition. 

As for the possibility of a tax- 
paying corporation’s voluntarily 
becoming a tax-free cooperative, let 
me tell you two true stories: 

Back in 1926, the great Califor- 
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N.R.H.A. Board at Monday Evening Session 
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nia & Hawaii Sugar Refining Co., 
of San Francisco, which is owned 
by corporate interests that also 
control many other properties in 
the Hawaiian Islands, shifted from 
its former corporate set-up to tax- 
free cooperative. The taxexempt 
status of the corporation was ap- 
proved by the Treasury Depart- 
ment in 1929. The record shows 
they are making millions of dollars, 
and up to 1926 had paid more than 
$1,000,000 in income tax. The 
C&H Sugar Company is said to be 
the biggest cane sugar refinery in 
the world. It has paid no Federal 
income tax on its great earnings 
since 1929. 

More recently, we have the case 
of a grain elevator in an Iowa 
town, which has shifted from a 
taxpaying corporation to a tax-free 
cooperative. In becoming a coopera- 
tive it has issued six shares of new 
stock for each outstanding share of 
the old corporation stock. 

As a taxpaying corporation, this 
company paid 5 per cent interest on 
its shares. As a tax-free coopera- 
tive, it will pay 3 per cent on its 
new shares—and inasmuch as the 
new shares are issued at six to one, 
the return to investors will be 18 
per cent instead of 5 per cent. The 
new cooperative will, of course, pay 
no Federal income tax. 

Every well-managed cooperative 
in the United States could be taxed 
before the distribution of its earn- 
ings and still continue to exist and 
to grow. If members are willing to 
postpone the day when they receive 
their patronage dividends in cash 
and permit the earnings to be 
bottled up in capital and reserves, 
expansion will be little affected. 


Paying taxes will not destroy the 
cooperatives. It will not harm 
them. But it will bring about 
equality of justice, equality of op- 
portunity, equality of taxation un- 
der which all businesses will com- 
pete on equal terms. 


All Must Agree 


All businessmen, all farmers, all 
cooperative leaders who are not 
blinded by greed for power, must 
agree with Justice Felix Frank- 
furter of the United States Su- 
preme Court, who recently wrote in 
a decision ordering the state of 
New York to pay Federal taxes on 
a commercial business in which it 
was making money: 

“You may carry out your own 
notions of social policy in engaging 
in what is called business, but you 








must pay your share in having a 
nation which enables you to pursue 
your policy.” 

What applies in that case applies 
with equal force to the coopera- 
tives. They operate under the prv- 
tection of the Government of the 
United States. Had it not been for 
the taxpayers, individual and cor- 
porate, who paid for the guns, 
planes, ships, tanks and atomic 
bombs that won the war, this gov- 
ernment would today be a subject 
nation and the cooperatives would 
no longer enjoy the freedom that 
they now enjoy. 

They, too, should be made to pay 
their share of the cost of maintain- 
ing the government that permits 
them to operate under what they 
choose to call their “social concept 
of business.” 
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By E. E. LOUIS 
Assistant Manager, 
Merchant Product Sales Division, 
American Steel & Wire Co., 
Subsidiary, U. S. Steel Corp., 
Cleveland, Ohio 


HESE are days of 


shortages, days when a hardware 
dealer’s sales are limited only by 
the amount of merchandise he can 
buy. It seems that the only thing 
we have plenty of is shortages— 
bread and _ butter, white shirts, 
bourbon and automobile bumpers. 

Of some of the items of which we 
are accustomed to think in terms 
of being “short,” there is a scarcity. 
But generally speaking, the short- 
ages are not evidence of scarcity— 
but rather of tremendously swollen 
demand that automatically reduces 
the amount of any one item avail- 
able for any one_ individual—or 
merchant. 


On Common Ground 


Our company has been doing 
business with hardware dealers for 
more than 50 years, and we look 
forward to doing business with you 
in steadily increasing volume in the 
years to come. So that we may be on 
common ground in this discussion, 
permit me to list those products 
which are known in the steel and 
wire industry as merchant prod- 
ucts. These are nails and staples, 
barbed wire, woven wire fence, net- 
ting, bale ties, steel posts, and an- 
nealed and galvanized merchant 
wire. These are the products which 
we make in the finished form, and 
which are of particular interest to 
you because they are the products 
of the steel industry which you 
handle. Therefore, I will attempt 
to confine my remarks in general 
to those particular items, although 
they are naturally only a part of 
the overall picture. Without suffi- 
cient quantities of steel we don’t 
make fénce posts and nails and 
barbed wire, so we will have to con- 
sider some of the industry-wide 
angles. 


baad 


bh 


At the Wednesday session 


You are giving a great deal of 
thought these days ta, the whole 
subject of the apparent shortages 
in merchant wire products. From 
the questions that are asked me 
frequently these days, I know that 
one of the angles about the entire 
picture which is hardest for dealers 
and the public to understand is 
why, when the steel industry turned 
out such vast amounts of products 
during the war, there should be 
shortages today when virtually the 
entire output of steel plants is 
available for peacetime products. 

The steel industry performed 
production miracles, one, right after 
the other, during the war years. 
A few facts will give you a better 
idea: To supply American indus- 
tries with the basic metal for war 
production, steel plants of this 
country by 1944 had increased pro- 
duction 70 per cent over 1939, and 
delivered the _ record-shattering 
total of 414,500,000 tons of steel in 
the five years starting in 1940. 


* * * 


“Just suppose that you, as a 
hardware dealer, were permitted 
to charge $3.50 for a certain type 
of paint if it was to be used for 
painting a house—but only $2.75 
for the same pdint if the buyer 
planned to use it for painting his 
barn. There wouldn't be much 
incentive for you to try to in- 
crease sale of the paint for paint- 
ing barns, particularly if the 
paint were in great demand for 
the painting of houses, and you 
could sell your entire supply for 
that purpose.”—E. E. Louis. 


~ * * 


The vast amount of steel made 
possible the more dramatic figures 
of war production—the 297,000 
planes which made America su- 
preme in the air; the 315,000 artil- 
lery weapons of all categories; the 
71,000 ships for the Navy and 


53,000,000 tons of merchant ship- 
ping. 

Wire products played a big part 
in the war, too. For example, nails 
manufactured by U. S. Steel alone 
during the war reached the total 
of 31,350,000 kegs and _ that’s 
enough nails to fill a freight train 
687 miles long. And there was 
fence, too. For the protection of 
war plants, Army camps, airports 
and other properties, U. S. Steel 
manufactured and erected enough 
chain link fence to stretch from 
New York to San Francisco and 
500 miles on the way back to Man- 
hattan. There were vast quantities 
of wire and springs for aircraft, 
and 2,000,000 lineal feet of the wire 
traction matting that enabled the 
Army to land heavy equipment on 
beachheads throughout the war 
zones. 


What Has Happened 


Why haven’t things worked out 
as the public and you dealers hoped 
they would — that with peacetime 
the tremendous tonnages of the war 
years would assure an ample supply 
of practically every needed item? 
In the first place, there is one basic 
fact about the steel industry which 
we should consider. That is this— 
the rated capacities of all steel 
mills, whether the product manu- 
factured be wire, sheets, bars or 
any other item, are based upon 15 
turns per week, three turns per day 
for five days. During the war, ac- 
tual production substantially ex- 
ceeded the steel industry’s figures 
for “capacity operation.” In addi- 
tion, actual capacity was increased 
by new blast furnaces, rolling 
mills. and finishing equipment. 

This increased production, both 
from existing and new capacities, 
was accomplished by operating 
more than 15 turns per week, which 
in many cases meant continuous 


“The basic fact is that there is a current demand for far greater tonnages of wire 
than are being produced or can be produced without materially increasing steel 
producing and wire drawing equipment. 
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E. E. LOUIS 





operation — including Saturdays 
and Sundays. When fighting men 
are waiting for the weapons of 
war, there can be no delay. And 
so the greatest possible output was 
secured with slight attention paid 
to cost. 

At the end of hostilities, the time 
and half and double time that is a 
necessary part of Saturday and 
Sunday operation was eliminated, 
as the industry felt that it could 
not afford to continue on that basis 
when ceiling prices had been estab- 
lished on all steel products. Fur- 
thermore, an important factor was 
that costs rose constantly through- 
out and since the war. 


Difficult to Operate 


The close of the war marked the 
end of demand for high priced 
specialties such as shell steel, al- 
loys, and bullet core, and the indus- 
try now has to depend upon the 
comparatively low priced domestic 
requirements. The industry natur- 
ally welcomed the chance to get 
back into normal peacetime produc- 
tion, after making every contribu- 
tion it could in the war program to 
speed victory—but the fact remains 
that due to price ceilings and 
higher costs it had become increas- 
ingly difficult for the manufacturer 
to operate in his normal field on a 
profitable basis. 

I will have more to say about 
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Products Production 


HORTAGES are evidences of swollen demand 
rather than scarcity. Due to price ceilings and 


higher costs it is increasingly difficult for manufac- 
turers to operate in normal field on a profitable ba- 
sis says Mr. Louis. Strikes caused the greatest pro- 
duction loss ever suffered by industry in this coun- 
try, with loss in first four months of 1946 totaling 
70,200,000 man-days. Wartime allocations con- 
tinued, on voluntary basis, as fairest method in line 


with present shortages. 


Provided there are no 


interruptions, other than vacations, nails expected 
more plentiful in third quarter, with greater supplies 
of barbed wire, fence and netting. Some improve- 
ment but not complete relief on bale tie supplies, 


Mr. Louis predicts. 


price ceilings a little later in my 
remarks, but the situation may be 
summed up now with the simple 
statement that when the war was 
over and that emergency past it 
became necessary for the steel in- 
dustry in general to restore opera- 
tions on an economically sound 
basis. 
* * * 


“Our fence production is great- 
er today than at any time in the 
last 15 years, but it is still in- 
sufficient to meet all require- 
ments.” —E. E. Louis. 


~x~ *&* * 


The majority of the workers 
were heartily in accord with the 
return to the 15-turn or five-day 
week after the war was over and 
the patriotic motive of producing 
materiel for the Armed Forces was 
gone. 

Therefore, since V-J Day, our 
company and the industry as a 
whole have been operating on the 
regular basis of 15 turns per week. 
Bear in mind, however, that the 
basis of 15 turns per week is the 
basis of capacity—and the steel in- 
dustry has an all-time high capacity 
today. Why, then, are steel and 
wire products not available in 
greater quantity? 

You know the answer, of course. 
It’s strikes. It is a staggering 
thought when one realizes that in 
the first four months of this year 








strikes wasted 70,200,000 man-days. 
That is the equivalent of the serv- 
ices of one million men being lost 
for 70 days. Just what does this 
mean? It adds up to the greatest 
production loss ever suffered by in- 
dustry in this country. 1,060,000 
automobiles which could have been 
produced, were not produced; 90,- 
000,000 tons of coal went unmined; 
13,000,000 tons of steel were lost: 
lead production fell 60 per cent 

copper production dropped 75 per 
cent. 

As far as the steel industry is 
concerned, there was the strike in 
steel itself, in January and Feb- 
ruary. Then, just when production 
had been built up again, came the 
coal strike, with its inevitable re- 
sult on steel production. This strike 
closed completely our plant’ in 
Joliet, Ill., for several weeks, and 
substantially reduced production at 
other plants. At the same time, 
shortages caused by the copper 
strike cut down our operations in 
Worcester, Mass. Next came the 
railroad strike, which again inter- 
fered with production, but by com- 
parison this was of short duration 
and not serious from an overall 
standpoint. 


The Effects 


The effects of all these events 
on the entire steel production are 
clearly evidenced by the industry’s 
operating rates for the first five 
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months of this year. The industry 
entered 1946 with operations at a 
figure of 75 per cent of capacity. 
In January it dropped to slightly 
below 50 per cent and in February 
plunged to 19 per cent. In March 
it shot up to 83, bringing the three- 
month average to 51 per cent. In 
April it slipped to 77 and in May 
to 52, and now in June the figure 
is climbing back up again. 

We have no choice but to elimi- 
nate the loss of production due to 
these strikes and base our estimates 
as to the future on our current 
operating rates, as there is no way 
in which we can make up for this 
production loss. It is gone—and 
there is nothing any of us can do 
about it. 

Another Angle 


There is another, and very seri- 
ous angle, about this matter of pro- 
duction, and unfortunately the 
facts are not widely enough recog- 
nized. As you know, manufacturers 
today maintain detailed records of 
the time it takes to make certain 
items—to perform certain opera- 
tions. Any figures we might ex- 
amine on productivity over the last 
few years will be somewhat confus- 
ing, due to the fact that the war 
brought into industry a great many 
inexperienced men and women, and 
the armed forces took away many 
skilled employes. 

But even after making allowance 
for these unusual circumstances, 
some discouraging truths are re- 
vealed by the records. One large 
automobile maker discovered that 
a particular operation which re- 
quired 96 minutes in 1940, took 128 
minutes in July 1945. Another 
group of operations which took 
1188 minutes in 1940 took—5 years 
later—a total of 1943 minutes. A 
third group took 28 minutes in 


1940, and 49 minutes five years 
later. In every case, the operations 
in 1940 and 1945 were comparable 
-—they had not been changed in any 
way so that more time should have 
been consumed in the work. The 
manufacturer found that the pro- 
ductivity of workers in his plants 
declined more than 34 per cent dur- 
ing the war period. 

Some of this, as I said, was un- 
derstandable due to the war, but it 
is a clear illustration of how great 
is the need for improvement in the 
productivity of the individual em- 
ploye. 

It isn’t generally recognized just 
how large a part of the cost of any 
commodity goes to labor. Starting 
with a steel ingot the only thing 
that is added to produce a finished 
or semi-finished steel product of 
added value is labor. All through 
the processes of rolling, heat treat- 
ing, drawing and forming, not one 
thing is added to the physical make- 
up of that steel. The only thing 
which gives it added value is the 
labor which is put into it. It may 
be galvanized or similarly coated, 
but essentially it is labor upon 
which we must depend to bring it 
to the point where it can be sold. 


x~ * * 


“It isn't generally recognized 
just how large a part of the cost 
of any commodity goes to labor.” 
—E. E. Louis. 


x * * 


This means that every extra cent 
of labor cost imposed upon a manu- 
factured item represents a very 
large portion of its total manufac- 
turing cost. It means that methods 
must be found to offset those added 
costs, either by installing improved 
machinery and equipment, by rais- 
ing selling prices, or by increasing 
productivity of the workers. In the 
steel industry, tremendous amounts 
have been expended for improving 
facilities and making them more 
efficient. A price increase has been 
established that will partly compen- 
sate for the added cost. But the 
only means by which the industry 
can hope to avoid the squeeze be- 
tween ceiling prices and rising 
costs is by an increased rate of pro- 
duction per individual worker. 


Not Enough 


Well, we all realize there are not 
enough nails and fence and other 
merchant wire products to go 
around these days. Why, then, don’t 


steel companies build additional 
plants so that they can meet the 
demand? In all of our planning 
for the future, we can base our 
performance only upon pre-war de- 
mand. It is not possible for us, 
and I believe the same thing is true 
of any other manufacturer, to de- 
vote large capital investments for 
greatly increased capacities in or- 
der to meet any sudden demand 
unless there is reasonable prospect 
that the demand will continue. 

As hardware dealers, you 
wouldn’t sign a 20-year lease for a 
branch store location when you 
know that business in that section 
would be favorable for only three 
months. 


Continuance of Demand 


It is only business common sense 
that expansion is not justified un- 
less there is reason to expect that 
continuance of demand will warrant 
the investment. Remember that in 
the steel industry increasing ca- 
pacity means not only the addition 
of new nail or barbed wire ma- 
chines but also requires wire draw- 
ing equipment, rolling equipment 
and additional steelmaking capac- 
ity. To accomplish such increased 
capacities requires not only large 
investments but too long a time to 
satisfy the current need. 

Our company fully intends, in the 
normal process of its business oper- 
ation, to increase capacities when- 
ever and wherever the demand jus- 
tifies—but that demand must be on 
a long-term basis, as demonstrated 
by the markets surveys we carry 
on continuously. 

One of the biggest reasons for 
the shortages today in merchant 
wire products is that the demand 
is abnormal. Most of these prod- 
ucts are being produced in substan- 
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tial quantities, and would be more 
than sufficient to meet our needs, 
if the demand were on a pre-war 
level. In fact, some of these prod- 
ucts are being produced in quanti- 
ties substantially larger than pre- 
war demand. That is particularly 
true of fence, barbed wire, and steel 
posts. 

As you know, there has been a 
recent price development affecting 
nails and bale tie wire, but I want 
to give you the background of the 
conditions that have contributed to 
the present situation. Concerning 
this background, I believe I will 
simply read from the latest report 
of the Civilian Production Admini- 
stration, which states the estimated 
deficit of nails this year will be 
182,000 tons, with a similar deficit 
in 1947. The CPA attributes this 
partly to shortages of rods for wire 
production due to the steel and coal 
strikes, and then states: (I quote) 

“The historical non-profitability 
of nail production has resulted in 
shifts in wire producers’ product 
mix toward more profitable items. 
CPA and OPA are working to- 
gether to develop a series of joint 
actions to straighten out the nail 
situation and induce additional pro- 
duction of nails” (End of quote) 

Then the CPA goes into the 
shortage of baling wire. Again, I 
quote from the report: 

“According to the industry, the 
major factor limiting the supply of 
baling wire, in addition to the 
losses sustained as a result of the 
coal and steel strikes, is the exist- 
ence of an OPA regulation which 
requires wire producers to sell bale 
tie wire at $4.00 per ton below the 
price of the same kind of wire sold 
for other uses.” (End of quote) 
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Scene at the annual banquet on Wednesday evening. About 600, including delegates, families and guests attended. 





As businessmen, consider that. 
Just suppose that you, as a hard- 
ware dealer, were permitted to 
charge $3.50 a gallon for a certain 
type of paint if it was to be used 
for painting a house — but only 
$2.75 for the same paint if the 
buyer planned to use it for painting 
his barn. There wouldn’t be much 
incentive for you to try to increase 
sale of the paint for painting barns, 
particularly if the paint were in 
great demand for the painting of 
houses, and you could sell your en- 
tire supply for that purpose. 


& = 


“We predict that by fall, nails 
will be in more plentiful supply. 
but the shortage will continue 
because the need will be greater 
than ever.”—E. E. Louis. 


x k * 


As I said, there have been recent 
price developments on those two 
items. On June 11, the OPA author- 
ized a price increase of $10 a ton on 
nails, and rescinded the regulation 
which required wire for bale ties to 
be sold at $4 per ton less than the 
same wire for other uses. Obvi- 
ously, that OPA action will tend to 
relieve the situation on nails and 
bale ties, but I cited the CPA re 
port to show you what the situation 
was prior to June 11. 

I know you gentlemen are in- 
terested in just how much we are 
producing. While the production of 
all merchant wire products is less 
than the currently inflated demand, 
we are doing our very best to in- 
crease our present operations. For 
example, we are making definite 
plans to make increases in our nail 
production. 


The demand for nails is ex- 
tremely heavy. All normal usages 
of nails are fully up to average, 
and superimposed on those normal 
usages is the building program 
which will require substantially in- 
creased production if the program 
is carried out as planned. We have 
no reason to believe it will not be 
carried out as now contemplated, 
and we can assure you it is our 
purpose to meet the obligations that 
this program puts upon us. We 
predict that by fall nails will be in 
more plentiful supply, but the 
shortage will continue because the 
need will be greater than ever. 

Our fence production is greater 
today than at any time in the last 
15 years, but it is still insufficient 
to meet all requirements. Obviously 
this is principally due to the fact 
there has been comparatively little 
fencing done in the last 15-year 
pefiod, whereas the farmer today 
is more than ever before in a finan- 
cial position to purchase and erect 
the fencing structures that are so 
vital to the nation’s food-producing 
program. ‘ 

The same general comments are 
applicable to barbed wire and posts. 
Past experience demonstrates that 
every 100 tons of fence manufac- 
tured requires 70 tons of barbed 
wire and largely increases the de- 
mand for steel posts. We have at- 
tempted within the limitations of 
our facilities to keep the production 
of these items on a resonable bal- 
ance, but the shortage of wood posts 
and labor on the farm has increased 
the demand for steel posts far be- 
yond the capacities of the entire 
post industry to fill. 

Perhaps the worst headache we 
have in the merchant wire products 
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line is bale ties. There is no doubt 
that the current shortage in this 
item is more serious than it has 
ever been before. There are a num- 
ber of factors accounting for this 
condition, and the principal one is 
that the use of bale ties is far above 
normal; it is evident that a much 
larger percentage of hay and other 
yvrasses is being baled now than 
ever before. They are being baled 
not only for shipment to consuming 
markets, but for home storage. 

Bale ties are used not only for 
baling hay but for the products of 
the rag and paper trade, and the 
increased demand for paper prod- 
ucts of all kinds is evidenced by the 
increased demand for ties for this 
purpose. In addition to bale ties, 
new balers are appearing on the 
market which use coiled wire. The 
several types of these machines are 
apparently quite satisfactory; and 
they represent a new demand for 
baling wire. 


Little Chance of Relief 


We see little chance that the 
shortage of bale ties can be relieved 
promptly, even though current pro- 
duction by the industry is substan- 
tially above normal, and though the 
manufacturers and the authorities 
in Washington are doing every- 
thing they can. It now appears as 
though a great deal of hay will have 
to be stacked and either remain in 
the stack until used or baled from 
the stack at some later date when 
ties are available. 

The question has been asked as 
to why the steel industry doesn’t 
devote a large percentage of its 
production to these items which are 
particularly short, such as _ nails, 
fence, barbed wire, and bale ties. 


There is additional finishing equip- 
ment that could ‘be utilized for some 
of these products, but the big ques- 
tion is—where will we get the steel 
to make the wire to use in the fin- 
ishing equipment? 

It is physically impossible to pro- 
duce more bale ties unless we re- 
duce the amount, of some other 
item. If we make more barbed 
wire, we will have to manufacture 
less nails, and so it goes, Speaking 
tor the company which 1. represent, 
we are endeavoring to arrange our 
distribution in accordance with the 
greatest need of the country, real- 
izing fully that there is no chance 
at present of making sufficient wire 
to give everyone the total quantity 
of every product that he desires. 

The basic fact is that there is a 
current demand for far greater ton- 
nages of wire than are being pro- 
duced or can be produced without 
materially increasing steel produc- 
ing and wire drawing equipment. 
It makes no difference whether the 
wire is used for bed springs, bird 
cages, bolts, screws or any other of 
hundreds of purposes. Every cus- 
tomer we have wants two or three 
times the amount we are able to 
furnish, and there is not very much 
we can do beyond what we are now 
doing to relieve this situation. 

Another question that has been 
asked, by those who can’t obtain all 
the merchant wire products they 
desire, is whether the shortages are 
caused by manufacturers giving the 
bulk of their production to certain 
“favored” customers. I can speak 
only for American Steel & Wire 
Co., but I think you will be in- 
terested in hearing about what we 
are doing to avoid inequities in dis- 
tribution. 

During the war the quantities of 





A southeastern view from Congress headquarters showing part of Grant Park. 
The Shedd Aquarium is at the right. in the center is the Adler Planetarium. 
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products we furnished were dic- 


tated by the War Production 
Board’s. regulations. These rules 
worked well in war time, and since 
then they have provided us with 
wHat we consider a fair basis for 
determining our current distribu- 
tion. When the War Board relin- 
quished authority on this point, 
officials of the agency requested the 
industry to continue distribution on 
the same general basis. This was 
not compulsory, of course, but we 
considered the plan so fair and 
equitable for all concerned that we 
have retained it as the basis for 
our distribution today. 


Best Plan Available 


In other words, we are endeavor- 
ing to give everyone today propor- 
tionately the same amount of ma- 
terial as was delivered to them 
during the base period, which is the 
second half of 1940 and the first 
half of ’41. If our production of 
a given item is only 90 per cent of 
the base period figures, then we 
cannot give our customer more than 
that percentage. And, in the cases 
where the production of a certain 
item is 30 per cent above the ton- 
nage required by the quotas, we 
endeavor to give all customers 30 
per cent more than their quotas. It 
is, of course, impractical to expect 
that this plan or any other plan 
could work out with 100 per cent 
effectiveness, but we do believe that 
this plan comes closer to providing 
equitable distribution than any 
other method possibly could. 

Naturally, such a quota distribu- 
tion plan prevents substantially in- 
creasing deliveries to any one cus- 
tomer, but we believe that this 
policy is fair to everyone. We hope, 
of course, that you as hardware 
dealers feel the same as we do 
about it. 

We hope there will be no further 
production interruptions other than 
the two weeks’ vacation period in 
July. Incidentally, questions have 
been asked as to why we would close 
our plants for vacations, in view 
of the shortage of the items we 
produce rather than to establish 
staggered vacations to permit con- 
tinuous operations. The answer is 
simply this—our planning, of ne- 
cessity, is done on a long-term 
basis, rather than for the short 
haul. It appears conclusively that 
total production over the entire 
summer will be greater as a result 
of a simultaneous vacation period 

(Continued on Page 80) 
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Sales Training for Progress 


M: SCHLITT points out that during the past five 
years many entire organizations have devel- 
oped into order takers, package wrappers, under 
the counter peddlers and he cautions that with the 
return of merchandise in quantity, well-defined 


_ theme of the con- 


vention is “Paths of Progress.” I 
recall the starting of my path of 
progress and for the benefit of some 
of the old timers here, I want to 
say that it started just inside of 
the front door, on the right hand 
side of the store in between the 
cutlery island and the tool cases. 
Yes, it started at the foot of a tall 
rolling ladder. The first recollec- 
tion I have of my father’s hard- 
ware store were the rides I used 
to take on the ladder and the scold- 
ings I used to get. 


A Long Path 


The “Path of Progress” has been 
a long one. Yes, the ladders came 
down a long time ago. The high 
shelves also are gone and today we 
have modern up-to-date fronts, 
brilliantly lighted; new wall cases 
with the most efficient open and full 
display; new open display tables 
and feature displays, colorful floor 
covering, and correct illumination. 
Most of these refinements are in all 
three of our stores today. Every 
modern up-to-date store should 
have these refinements today, in 
their “Path to Progress.” 

Your path will be much more 
smooth with a modern, up-to-date 
store but fellow hardware men, 
what is the finest store worth to- 
day without well-trained personnel? 

We all have had many shifts 
in employment during the last five 
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sales training programs are necessary. 


By FRANKLIN SCHLITT 
Hardware Dealer, 
Springfield, Ill. 


years. Many dependable, well-train- 
ed employees went to war never to 
return. Many left the hardware 
business for other endeavors, never 
to return. 

New employees have been coming 
into all of our stores during the 
last five years and we have tried to 
do a good job of training each one 
of them. Over a period of years 
our organization has grown from 
six to 32. 

During the past five years, many 
sales people have been trained and 
many entire organizations have de- 
veloped into order takers, package 
wrappers, under the counter ped- 
dlers, and in some organizations 
that sentiment seems to prevail 
from the delivery-man to the presi- 
dent of the company. 

That condition can’t last for ever. 
Every day brings us closer to more 
abundant merchandise which means 
“Sales Training for Progress.” A 
hit or miss program will not de- 
velop responsible employees. It will 
not provide the opportunity which 
employees desire and deserve. Sales 
training should follow a well de- 
fined plan. 

As I discuss our training pro- 
gram, may I divide it into five parts 
as follows: 

1. Selection of personnel. 


at the Wednesday 
afternoon session 
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2. Store policy and operation. 

3. Store system. 

4. Salesmanship. 

5. Specialized training. 

When endeavoring to fill a par- 
ticular position, our practice is to 
interview as many applicants as 
possible. The qualifications of each 
are carefully considered, and some- 
times there are three or four inter- 
views before reaching final agree- 
ments on employment. 

To me the most important time 
in developing a new employee is the 
first day. 


Provide an Inspiration 


Each new employee will aspire to 
greater heights if you provide them 
with the inspiration. Is there any 
greater inspiration than personally 
to give them a word history of the 
business? Is there any greater in- 
spiration thun to tell them of your 
early experience? Is there any 
greater inspiration than telling 
them of your success? They all 
have the same ambitions and de- 
sires that you and I had the first 
day we started. 

Tell them in detail of the entire 
store policy and tell them in detail 
of the entire store operation. 

If these things are neglected on 
the first day, they will probably al- 
ways be neglected and the oppor- 
tunity for inspiration will soon 








“Sales Training for Progress’ place the hardware industry firmly on the threshold 
of security, for continued progress in the years to come.” 
















pass. I have frequently spent the 
entire first day with a new em- 
ployee, devoting my entire time to 
their first day’s training. 


* * * 


“We maintain records on each 
salesperson which reveal the 
number of sales, the average 
amount of each sale and total 
sales. This gives us daily and 
current information on the prog- 
ress each employee makes. The 
intelligent use of this information 
will enable you to point your 
effort on salesmanship where it 
is most needed and the records 
will give you a basis from which 
to determine your progress.” 

—Franklin Schlitt 


* * * 


As every employee greets and 
faces the customer they are speak- 
ing for you and representing you. 
I want them to represent me in a 
most capable manner, that is why I 
have taken time to give them the 
right start. 

We impress upon the new em- 
ployee that the fundamental poli- 
cies of the store have remained the 
seme since the firm’s inception. Our 
growth has been based upon, and 
our future growth is contingent 
upon a continuation of the policy 
by the new employee. Explain that 
it is his responsibility to continue 
the store policy. His opportunity 
and security of employment will 
steadily increase as he demon- 
strates his ability to present intelli- 
gently the store policy to old and 
new customers alike. 

The next subject that we will 
cover most thoroughly in the first 
day of training is to give a thor- 
ough explanation and actual demon- 
stration of the operation of our 
store system. 

In the first day we will devote a 
minimum of one hour demonstrat- 
ing customer approach, efficient, in- 
telligent, and tactful serving of the 
customer, summarization of the 
transaction, recording the sale, 
wrapping the package, returning to 
the customer and expressing ap- 
preciation. 

I have packed a _ tremendous 
amount of training into those last 
36 words. I stated that we devote 
a minimum of one hour for this im- 
portant training. That hour is vital 
in the building of a loyal. aggres- 
sive employee. That hour is just the 
beginning of a training program 
that should be continued diligently 
and with patient understanding 
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during the days, months and years 
to come. 

In my comments I would like to 
divide our store system training 
program into two parts: 

1. Serving the customer. 

2. Mechanics of handling the 
transaction. 

Although I divide our store sys- 
tem into serving the customer and 
mechanics, they are so closely re- 
lated and intermingled they must 
be discussed together. 

There can be a uniform system of 
customer service and we try to as- 
sist each employee in developing 
and expressing their own person- 
ality as they serve the customer. 
We recommend several greetings 
upon approaching the customer, 
however, the employees may use 
any business-like greeting of their 
choice. The important point is that 
each customer is approached 
promptly and in a_ business-like 
manner. 

Efficient, intelligent and tactful 
serving of the customer could be a 
subject of discussion for an hour. 
I will cover this subject with the 
comment that I constantly observe 
each employee and take time to com- 
pliment or criticize them on my ob- 
servations. 

Mechanics of handling the trans- 
action should be followed in a defi- 
nite routine. The transaction should 
be summarized before the customer, 
money accepted, then it should be 
properly recorded, change should be 
made in a uniform manner, the re- 
ceipt should be placed in the pack- 
age, and the package properly 
wrapped. 

We are now ready to return to 
the customer, present the package, 
return the change and express ap- 
preciation. Here’again we recom- 
mend several statements of appre- 
ciation, but however, urge all em- 
ployees to express their own per- 
sonality in their appreciation, and 
the store’s appreciation for the 
patronage. 

We actually run tickets through 
to demonstrate the handling of 
credit business. We also make out 
actual tickets for lay aways or de- 
liveries. We give most thorough 
training on the operation of the 
register and making change in a 
uniform manner. Included in this 
training is also the operation of the 
scale and proper wrapping of pack- 
ages. 

We perform this training pro- 
gram of the store system in a series 
of demonstrations for the new em- 
ployee and then have them com- 





pletely handle similar transactions. 

Yes, this sounds elementary. Par- 
ticularly for a person who has had 
some experience, but if you are to 
have a system that works success- 
fully, you must start with the basic 
elements of a sound system. 

The constant observation of a 
new employee is most important 
and we ask all of our older em- 
ployees constantly to observe the 
manner in which a new employee 
handles any transaction. 

We urge the new employees to 
ask for help and when they ask for 
help we suggest that they remain 
as a third party in the transaction 
until it is brought to completion. 

Through this method they gain 
the experience of our trained per- 
sonnel, and as a result, rapid train- 
ing and good salesmanship are ac- 
quired quickly and easily. 

“Sales Training for Progress” is 
being carried on in an employee co- 
operative spirit every hour of the 
day. 

We maintain records on each 
salesperson which reveal the num- 
ber of sales, the average amount of 
each sale, and total sales. This 
gives us daily and current informa- 
tion on the progress each employee 
makes. The intelligent use of this 
information will enable you to point 
your efforts on salesmanship where 
it is most needed and the records 
will give you a basis from which 
to determine your progress. 

We conduct evening sales meet- 
ings at regular intervals and pre- 
sent new merchandise and new 
sales programs, giving actual dem- 
onstrations of the best methods of 
presenting and selling the merchan- 
dise. We also review and con- 
tinually present many standard 
stock items on which enthusiastic 
sales efforts may lag. 

During slack time I frequently 
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“Factory and specialty salesmen 
are very helpful in giving sales 
training to employees. Any sales- 
man will gladly present a short 
talk to three or four groups of 
employees. It will only take an 
hour of his time, a few minutes 
for each employee, and the 
planning on your part. These 
small group meetings will pay 
dividends to the salesmen, the 
salespeople and you.” 
—Franklin Schlitt 


(Continued on page 82) 
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An Incentive Plan For Sales People 









) opts salesmanship is the greatest need in re- 
.tail hardware stores today. Businessmen in 
smaller towns must make greater effort to keep their 
talented young men with incentive plans. Incen- 
tive plans must avoid possibility of neglect of store 
duties or service to customers. Incentive plans in in- 
dependent retail stores will “produce better sales- 
manship, more sales, greater profits” and keep 
sales people in stores, Mr. Stein emphasizes in out- 
lining such a plan for the independent retail hard- 
ware dealer. 





















| SUPPOSE that if in 
ordinary times, not these days of 
cruising buyers, we would give a 
group of retail merchants a list of 
25 things which might improve 
business and include in that list 
“More Customers in the Store,’ the 
desire for more customers would 
get an overwhelming vote. 

A certain number of customers 
come into your store. They come 
because they need, or want, some- 
thing. Now those customers are 
sales opportunities. How de we em- 
brace them? 

Let’s say that the customer has 
bought 35-cents worth of goods and 
hands you a dollar bill. You ring it 
up on the cash register; hand the 
customer 65 cents in change; say 
“anything else,” and the customer 
says “no,” and walks out. 

Don’t you practically say to that 
customer, “Here is your sixty-five 
cents; I don’t want it; please take 
it some other place and spend it?” 
That dollar was in your store and 
all or most of it could have been 
put in your cash register to stay 
there, provided good salesmanship 
had pictured to that customer the 
advantage of comfort or conveni- 
ence that would have come to him 
through taking something else out 





By LUTHER STEIN 


Vice President and 
General Sales Director, 
Belknap Hardware & Mfg. Co., 
Louisville, Ky. 


of your store rather than the 
change. 

If you want to find out what this 
sort of experience, repeated thou- 
sands of times a year in your store 
really means, I suggest that for one 
week you keep a memorandum pad 
alongside your cash register and on 
that pad have the name of each per- 
son in the store at the top of a col- 
umn. Then insist that after each 
sale is made the person put down 
under his name the amount of 
change given each customer. I be- 
lieve at the end of the week you 
will find that you have handed back 
to your customers more money than 
they have left with you. Remember 
you virtually said to them, “Please 
take that money out of here and 
spend it some other place; I don’t 
want it.” 

Those customers were all in your 
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At the Wednesday 
morning session 


“. « « The retail salesman in hardware stores is not only the most important man 
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store. That was store traffic you 
actually had—not that you wished 
you had. If you did not sell them 
anything more than what they ask- 
ed for, then you know that those 
opportunities had not only knocked 
on the door, but they had walked in, 
and walked out. Naturally, the 
next thought is, “Yes, that’s true, 
but how am I going to sell them?” 
And my answer to that question is 
that the greatest need in retail 
hardware stores today is better 
salesmanship. 

I am not complaining about the 
type of people we have in hardware 
stores. In most cases the boss, or 
owner, proved his ability as a sales- 
man either in that store or some 
other. And he thinks that because 
he can sell goods every person in 
the store ought to be an equally 
good salesman. 

I fully believe that the retail 
salesman in hardware stores is not 
only the most important man in our 
whole industry, but he is likewise 
the most sadly neglected. As manu- 
facturers and wholesalers and store 
owners we ought to realize that 
when retail salesmen quit selling we 
all quit working, supplying and 
drawing pay checks. 

I know how frequently the retail 
salesman in stores is condemned 
for lack of ability or lack of ambi- 
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tion. As to his ability, | wonder 
how often it happens that a young 
fellow is just “hired” and told to 
go to work with the thought that 
perhaps by the help of Providence 
and his own inquisitiveness he will 
find out all about the goods and 
how to sell them. In many in- 
stances, I know that new goods for 
stores are bought by the “boss” 
and the retail clerk knows abso- 
lutely nothing about them until the 
goods arrive and it is more or less 
up to the clerk to figure out a way 
to sell them. 

As to retail sales clerks’ lack of 
ambition, I can testify directly and 
to the contrary. You men have no 
idea of how many applications we 
get from young fellows in hard- 
ware stores who say that they want 
a job with us because they see no 
future for themselves in their own 
stores. We urge them to make 
themselves more valuable to their 
employer. To sell more goods and 
make more money for him. You 
will be surprised at how many will 
say, “I tried that and asked the 
boss for more pay but he couldn’t 
afford to give it to me, so I am 
stymied or behind the eight-ball or 
in the dog-house.” He feels there 
is no future for him in that busi- 
ness because there is no reward for 
greater ability or expanded effort. 
Businessmen in small towns must 
make a greater effort to keep their 
talented young men; not make it 
necessary for those young fellows 
to go elsewhere for opportunities. 

How much are you doing to 
teach your store people how to sell 
more and thus make more for you 
and for themselves? Several years 
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ago Ralph Carney and I made a 
week’s trip through Kentucky talk- 
ing with a different group of deal- 
ers and their sales people each 
night. Ralph made the inspira- 
tional talk and my part of the pro- 
gram was to picture ways of sell- 
ing items which the consumer 
would not ask for when he came 
into the store. 


Never Give Offense 


We told those store owners and 
sales clerks that they would never 
give offense to a customer by ask- 
ing where or how or for what pur- 
pose he was going to use the article 
for which he inquired because that 
item was of super-importance in his 
mind and the person would be will- 
ing to talk about what he was go- 
ing to do or how he was going to 
do it. 

While that discussion was going 
on it was the challenge to the mer- 
chant or his clerk to figure out 
quickly one or several other items 
that would be needed or could advan- 
tageously be used in connection 
with the item asked for. The morn- 
ing following one of those meetings 
I went into one of the best stores 
in western Kentucky and the head 
clerk told me that he had gotten a 
great deal out of the previous 
night’s meeting. 

I asked him if he was saying that 
to be nice and his answer was: “It 
is not yet ten o’clock and I have sold 
four articles this morning which 
the customers had no idea of buy- 
ing when they came in.” 

I asked him for a specific ex- 
ample: He told me that a man had 





asked for some sandpaper. He had 
followed our suggestions and asked 
what he was going to do with the 
sandpaper, and was informed that 
he was going to use the varnish he 
had bought the day before to fix a 
floor but the floor was rough and he 
would have to rub it smooth. 

The clerk then said: “It is going 
to take a lot of elbow grease and 
time to finish off the rough spots on 
that floor, why don’t you take one of 
these scrapers which will do it more 
easily and quickly and then rub 
smooth with sandpaper.” 

The consumer said: “How much” 
and the clerk said, “A quarter.” He 
bought the sandpaper and the 
scraper. I asked the clerk how 
much sandpaper he bought and he 
said: “fifteen cents worth,” so in 
that instance the clerk increased 
the volume 25 cents on top of 15 
cents—or 166 2/3 per cent more 
than the customer intended spend- 
ing. 

Naturally you and I will think 
that the sandpaper and the scraper 
could have been sold at the same 
time the varnish was sold, if the 
right sort of questioning and talk- 
ing and suggesting had taken place 
—but, regardless of when the sale 
was made, we are talking about 
salesmanship and embracing the 
opportunities that walk in. 

Let’s assume that we all realize 
the need for more effective sales- 
manship and that it can be de- 
veloped by study and teaching and 
store meetings. We will then still 
be confronted with the question of 
encouraging and stimulating ambi- 
tion, resourcefulness and effort. 

There has been a lot of talk about 
chain store competition. For many 
years many people said that chain 
store goods were punk and their 
salesmanship worse. and the only 
thing that got business for them 
was “price.” 

Would I shock you men if I tell 
you that in some lines with which 
we are thoroughly familiar, the 
average unit retail price of the 
goods sold by chain stores is higher 
than in hardware stores? Would 
it shock you if I said that the lawn 


“Businessmen in small towns 
must make a greater effort to 
keep their talented young men: 
not make it necessary for those 
young fellows to go elsewhere 
for opportunities.” 

—Luther Stein 
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“We should recognize at the out- 
set that an incentive plan, to be 
successful in retail hardware or 
ether stores, positively must 
avoid the possibility of neglect 
of store duties or service to cus- 
tomers which service is not re- 
flected in immediate sales.” 
—Luther Stein 
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mowers sold by chain stores aver- 
age higher in unit price than those 
sold in hardware stores? That the 
same situation applies to lawn hose, 
washing machines and electric re- 
trigerators, bicycles and stoves. 

I know that those stores adver- 
tise price, but that’s done only to 
get customers in. Then they use 
their salesmanship and their In- 
centive Plan to sell high priced mer- 
chandise. 

Now what is their incentive 
plan’? It works something like this: 
They give the clerk a drawing ac- 
count of $15 per week, but he must 
earn that amount with sales. If he 
sels their top grade or highest 
priced goods, which are usually 
their private brands, the clerk re- 
ceives 6 per cent salary credit on 
every dollar he sells. If he sells 
the next lower grade, he gets a 5 
per cent salary credit. If he sells 
the next lower grade he gets 4 per 
cent and on the bottom grade he 
gets 3 per cent. ; 

I may surprise you if I tell you 
that in some stores if a sales clerk 
sells the advertised “special” he not 
only does not get any salary credit 
on that sale, but he actually is 
docked 50 cents or $1. 

Now put yourself in the shoes of 
a sales clerk in one of those stores. 
You must earn your $15 a week or 
you will lose your job. What are 
you going to try to do? Will you 
try hardest to sell $250 worth of 
highest priced goods on which you 
get 6 per cent salary credit, or will 
you try to sell $500 worth or twice 
as much of goods on which you get 
3 per cent salary credit. The in- 
centive plan for selling the highest 
priced goods is twice as much salary 
credit as on the low priced goods. 
That incentive plan explains their 
sales of higher priced, higher profit 
goods. 

How many stores of men in this 
room have an incentive plan for 
their store people? 

For a great many years your 
good friend and mine, Rivers Peter- 
son and I urged hardware dealers 
to adopt some kind of incentive 
plan. I am wondering if our pioneer 


urging may have been ahead of the 
times, or simply fell on deaf ears. 
I know that hundreds of retail 
hardware dealers wished they had 
an incentive plan during the years 
wages and salaries were “frozen” 
and additional store people were not 
available. 

But maybe another one of the 
advantages to dealers that can come 
from chain stores is or will be 
recognition of the necessity of some 
incentive plan which will be a chal- 
lenge to ambition; a reward for ef- 
fort; result in the sale of better 
goods, and, after all, give increased 
earnings for store owners, as well 
as their store people. 


No Variety of Duties 


I know that in most of the chain 
stores the clerks stand behind the 
counter and have only one line of 
goods to sell. They have no variety 
of store duties, such as hardware, 
general store or other small or 
moderate size independent store 
salesmen, and that’s the reason an 
incentive plan such as they use is 
not practical for the average size 
hardware or other store. 

We should recognize at the outset 
that an incentive plan, to be suc- 
cessful in retail hardware or other 
stores, positively must avoid the 
possibility of neglect of store duties 
or service to customers which ser- 
vice is not reflected in immediate 
sales. 

Nothing should be done to cause 
one or all sales clerks to neglect a 
customer who wants to spend a 
nickel or a dime in order to serve 
a customer who will spend a larger 
sum. A woman wanting an electric 
iron repaired, which job may in- 





volve only the sale ot a tew teet of 
wire or a plug, but which transac- 
tion will consume 15 or 30-minutes 
should not be neglected for the 
potentially larger sale because that 
woman’s impression of the store’s 
service may bring a still larger sale 
at a later date. 

Nor should a plan be adopted that 
would lessen the interest of sales 
clerks in opening up the goods, 
marking them properly, keeping the 
stock in good order, keeping the 
store and the goods clean, changing 
the windows and all of the hundreds 
of things that must be done to at- 
tract and hold customers. 

From what I have said, I think 
it is clear that we should not con- 
sider an incentive plan that is baséd 
upon the amounts actually sold by 
each individual clerk and that the 
only safe way to avoid that happen- 
ing is to have a collective plan so 
that if the store as a whole reaches 
its goal of sales and earnings, each 
employee will benefit on the as- 
sumption that he has contributed 
his part toward reaching the goal. 

If the truck driver or porter 
knows that if the store does well he 
will benefit by that outcome, he will 
have the incentive for being more 
courteous, more obliging. And even 
if he is not permitted to take or- 
ders or sell goods, he will keep his 
eyes and ears open for prospects 
and turn them over to the boss or 
clerks in the store so the sale can 
be made. The basis of the incen- 
tive plan should be like the motto 
of the Three Musketeers—‘‘One for 
all and all for one.” 

Objection might be made that in 
a group incentive plan, one clerk 
might “soldier” on the job, on the 
theory that he would benefit just 
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as much if he took it easy as if he 
worked hard. But I am confident 
you will find that the other sales 
clerks, in the store, would soon no- 
tice that this fellow was “sitting 
in the breeching” instead of “shov- 
ing against the collar.” They would 
tell him in very plain language that 
he had better pull his share of the 
load or they would be obliged to 
tell the boss what is going on. The 
other sales clerks would be more 
forceful and exacting in their de- 
mands for effort and cooperation 
and be more plain spoken about it 
than the boss himself. 

While the retail hardware stores 
have not as yet been placed under 


the Federal Wage and Hour Law or 
unionized, it is easy to see the 
trend toward shorter store hours. 
Even if the store hours are not con- 
trolled by law, they are affected by 
the trend of the times and local 
conditions. It naturally follows that 
if there is a real incentive, the 
employee will be eager to make his 
regular hours more productive and 
to use some of his leisure time to 
get business for the store. 

The plan I have in mind is very 
simple. I’ll use pre-war figures 
and an average size volume for my 
example. Let’s assume that the 
store sold $50,000 in the year 1939 
and the total labor cost, including 








Example of Incentive Compensation Plan 
For a Retail Hardware Store 


Sales Last Calendar or Fiscal Year 
Total Salaries (122% on Sales)... 
GI GED og ccc cccccccccccee 


Salary All Employees ............ 


$50,000.00 


vovnicanee $6,250.00 
stseeeans 2,000.00 


rendaueier 4,250.00 


Incentive Plan For Coming Calendar or Fiscal Year 


Put in incentive fund 122% of all sales over $50,000.00 

Employees only (not cwner) to participate in distribution. 

Assume sales are $60,000.00 or $10,000.00 over last year’s $50,000.00. 
12%2% on $10,000.00 excess— $1,250.00 to go in Incentive Plan. 


Clerk “A” receives annual salary $1,080.00 
Clerk “B” receives annual salary 960.00 
Clerk “C” receives annual salary 900.00 
Clerk “D” receives annual salary 840.00 
Porter “E” receives annual salary 470.00 

$4,250.00 


Let each dollar of employee’s annual salary represent one (1) share 


of the incentive fund. 


As there are 4,250 shares and there is $1250 in the incentive fund, 
then each share equals 4,250 divided into $1,250.00 or a fraction over 
29.4 cents, therefore, each participating share will be worth 29.4 cents. 


Clerk “A” has 1,080 Shares @ 29.4-cents, so he receives $ 317.52 
Clerk “B” has 960 Shares @ 29.4-cents, so he receives 282.24 
Clerk “C” has 900 Shares @ 29.4-cents, so he receives 264.60 
Clerk “D” has 840 Shares @ 29.4-cents, so he receives 246.96 
Clerk “E” has 470 Shares @ 29.4-cents, so he receives 138.18 

4,250 TOTAL $1,249.50 


To avoid distorted figures of war years have used N.R.H.A. 1938 Sur- 
vey of Profit Making Stores in towns 1,000 to 3,500 population, which 
showed following: 


TOTAL EXPENSE 22.29%.—TOTAL SALARIES 12.38%—MARGIN 26.79% 
(1945 Survey shows average salary expense 13.05%) 


To avoid a “heavy” withdrawal of operating capital at one time, it 
would be desirable to open a special bank account in which a monthly 
deposit would be made of the “approximate” bonus the employees 
earned during the previous month. 

For example, if the yearly sales requirement is $50,000.00, then the 
average monthly requirement is $4,333.00. If the first month's sales were 
$6,333.00—then deposit 12%2% of the $2,000.00 excess sales, or 
$167.00 in the special account. 

At the end of the second month, deposit the amount necessary to 
balance the fund to date and continue that process through the year. 
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the salary of the boss or owner, 
was 1212 per cent of the total sales. 
The National Retail Hardware sur- 
vey shows that stores of that size 
in towns of 1000 to 3500 popula- 
tion had a labor cost of about 121% 
per cent. In 1945 the average was 
13.05 per cent. 

You know that if you could sell 
an additional $10,000—there would 
be practically no increase in your 
overhead and fixed expenses. There- 
fore, if you would spend 12% per 
cent to get that additional $10,000 
of volume and your gross margin 
was somewhere around 27% per 
cent—you would have an additional 
$2,750 of gross profits. I am sure 
that any man in this room would 
be willing to spend $1,250 in addi- 
tional labor cost if he saw the pros- 
pect of getting $2,750 back for that 
expenditure. 

Starting with the $50,000 sales of 
last year, we would then say to 
the store force: “On all sales in 
excess of $50,000 we will put 12% 
per cent of that excess amount in 
the incentive plan. If we sell $10,- 
000 excess, then 12% per cent of 
$10,000 or $1,250 will go in the 
fund.” : 


Divided Among Employees 


This fund to be divided among 
the employees, the owner not par- 
ticipating and the division to be 
made at the end of the year in 
proportion of each man’s salary to 
the total of all employees’ salary. 
In other words, if the total bonus 
of all employees’ for the year was 
$4,000 and one man’s salary was 
$1,000—then he would get 25 per 
cent of the total incentive fund. 

I know that some one will think: 
“What will keep the employees from 
selling a lot of non-profitable goods 
in order to run up the sales vol- 
ume?” The owner would say, when 
starting the plan, “Now this ar- 
rangement is based on what we did 
last year; if we simply sell a lot of 
unprofitable goods so that the sales 
volume goes up but the gross mar- 
gin percentage is reduced, then next 
year I will be obliged to raise the 
requirement from $50,000 to $60,- 
000 or some other amount. By the 
same token if you fellows will sell a 
greater volume and do it on the 
highly profitable goods and the end- 
of-the-year showing will permit, I 
will be glad to reduce the require- 
ment from $50,000 to $45,000 or 
whatever amount would be justified. 

I think I need not go into detail 

(Continued on page 82) 
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How Can the Wholesalers Help the 
Retailer Meet His Post-War Competition? 





F. B. KAUFMAN 


aa question, or one 


very similar, has been discussed at 
all trade conventions since my in- 
duction into the hardware business 
in 1906. We went through the de- 
partment store era, the mail order 
house era, the chain, and mail order 
retail store era, and now, what 
some term the worst of all, the 
present co-operative era. We must 
also keep in mind that all of our 
former competitors are making 
great plans for expanding their 
operations in the hard lines indus- 
try in this post-war era. 

Our experience last April, when 
we revived our “True Value Week 
Sales,” causes us to wonder just 
what help a dealer wants. We pre- 
pared an elaborate circular, even 
accumulated critical merchandise. 
And then the dealer threw the cir- 
cular into the paper baler, and re- 
fused to carry out the program, 
usually with the excuse that we did 
not furnish enough of the critical 
items, although in every instance 
our minimum was times larger 
than the average pre-war order. Or 
the excuse that he was short of 
help though we worked our office 
force to get the shipments out on 
time; or he could sell all of his mer- 


RGES concentration of purchases with one 

source having a complete merchandising and 

operating plan. This, says Mr. Kaufman, provides 

the right selection of merchandise at right prices; 

proper order and sales promotion, and leaves time 
to do the job of selling. 


By F. B. KAUFMAN 


President, 
Hibbard, Spencer Bartlett & Co., 
Chicago, Ill. 


At the Thursday 
morning session 


chandise without any advertising 
expense. We all know that this cer- 
tainly defeats the purpose. 

Before proceeding with an an- 
swer to the question, it might be 
well to enumerate a few things the 
wholesaler cannot do when he at- 
tempts to reduce his cost in order 
to place you in position to meet 
your competition. He cannot accept 
the return of merchandise just be- 
cause the dealer thinks it will not 
sell, even if he threatens to discon- 
tinue his buying. He cannot allow 
cash discount after the discount 
date, even if the account is lost. He 
cannot grant long datings to save 
the dealer from borrowing money. 
He cannot furnish a merchandising 
program to help sell merchandise 
purchased from others. 


Cannot Meet Prices 


He cannot meet the prices made 
for direct shipment unless you qual- 
ify by buying the quantity neces- 
sary to justify direct shipment. In 
other words, when you learn of 
some direct connection whereby 
you can buy an item 10 per cent 
cheaper in quantity from the fac- 
tory, you cannot expect your dis- 


tributor to ship 1/12 dozen from 
his stock at the quantity price. He 
cannot continue to assume many of 
the functions of the retail dealer 
which he has been forced to do in 
the past and stil serve you as 
economically as you seem to re- 
quire. 

Dealers who use 20 to 26 per cent 
of the dollar for operating costs 
cannot compete with chains whose 
costs are only 20 per cent and down 
as low as 15 per cent and who must 
be. better retailers or they would 
not show such rapid growth. 

About 20 years ago your associa- 
tion, some distributors, and some 
manufacturers started to study the 
problems of the independent dealer, 
and it was not too long before well 
defined programs were offered. Of 
course, a great many distributors 
have already contended that a few 
cut prices would cure all the prob- 
lems of the independent dealer, and 
it is surprising how many dealers 
have agreed. But that type of 
thinking will not solve our problem. 

All sources who have made a 
study of dealer problems agree that 
industry dirt must be removed; 
some real house cleaning must be 
done, and we must be liberal users 


“, .» We have no divine right to the hardware business, neither can we expect 
success by legislation. We must merit our place in the picture.” 
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of the paint we are trying to sell. 
All are agreed that fixtures com- 
parable with those used by our 
competition should be installed, al- 
though they need not be elaborate. 
All are agreed that we should do 
more advertising of the right kind 
and become more efficient. Group 
buying has been advocated. One 
distributor suggested a basic stock, 
and indicated that the proper selec- 
tion of merchandise was the most 
important factor. 


They Stress Buying 


Dealers have listened attentively 
to all these suggestions, but unfor- 
tunately, very little has happened, 
as the majority of dealers continue 
to stress the importance of buying 
even after they are convinced that 
their real problem is a selling job 

In the past 40 years I have been 
in the hardware business it has 
been my contention that a dealer 
in any community could purchase 
all of his requirements from one 
source which had a well rounded 
merchandising plan, and be more 
successful than if he were a typical 
independent and used 50 different 
sources. I tried my very best to 
sell that idea when covering a terri- 
tory, and have about reached the 
conclusion that the only reason that 
I failed was because the other fel- 
low had better cigars or I did not 
buy enough lunches. 

I have heard the age-old excuse 
that it was necessary to carry a cer- 
tain brand paint, due to an adver- 
tising program. Yet, at the same 
time, a chain outlet in a poor loca- 
tion did five times the paint volume 
with an unknown brand. I have 
listened to the age-old story that 
if they confined their purchases, the 
jobber would take advantage and 
hook them. I have listened to the 
story that dealers patronize so and 
so, due to a wife’s relatives. I have 
even had dealers admit that their 
judgment was better than the com- 
bined buying judgment of the dis- 
tributors’ buying and sales promo- 
tion departments. I have listened 
to the story of special terms and 
privileges with discounts. 

In spite of the distributors’ poor 
job, as evidenced by these state- 
ments, in all my experience I have 
never seen very many mistakes in a 
bankrupt stock that was purchased 
from a wholesaler. Obsolete mer- 
chandise was invariably the result 
of a direct purchase. Obviously we 
were either not good salesmen or 
we were conscientious. 

Several years ago the firm I rep- 
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resent decided the only way to 
prove my contention was to own 
and operate a group of test stores, 
where our ideas and plans could be 
put into effect and given a fair 
trial We now have eight stores, lo- 
zated at Joliet, Chicago Heights, 
Dwight, Woodstock, Skokie, Edge- 
brook, Sterling and Clinton, Iowa. 

In addition, we have four dealers 
who have voluntarily agreed to fol- 
low our plan in every detail and 
purchase all of their requirements 
from Hibbard’s. They are well 
satisfied with the arrangement, and 
results for us have been encourag- 
ing. 

Sometimes I think our competi- 
tion knows more about our business 
than we do ourselves. But they have 
guessed wrong in one instance, be- 
cause we are not going into the 
retail business, although we do plan 
on opening a few additional stores. 
This will give us an operating unit 
large enough to permit us to hire 
more of the very best supervising 
personnel and justify the cost of 
our post-war plan. All of this super- 
vision will be available to the inde- 
pendent dealer who is receptive to 
advice for the improvement of his 
business, 


* * * 


“We are heading for a com- 
petitive market, but, unfortunate- 
ly, too, many in our industry do 
not seem to understand the seri- 
ousness of it. It is tough to 
realize that the honeymoon is 
about over, because many lines 
are still extremely scarce. But 
the change from scarcity to 
abundance will not be gradual. 
and the moment people know 
that there are supplies of radios, 
refrigerators. washing machines 
and other critical items avail- 
able, they are , going to quit 
scrambling to sée who will be 
the first to buy. Instead they are 
going to decide we have waited 
a long. long time—we can wait 
a little longer and really find out 
who has the best product at the 
best price.”—F. B. Kaufman. 


* * * 


However, I believe you can un- 
derstand that we cannot be par- 
ticularly interested in furnishing a 
plan to sell cur competitors’ mer- 
chandise. We feel that every dis- 
tributor must formulate a plan for 
his dealers, or distributors and re- 
tailers alike are going to lose their 
place in the field of distribution, for 
certainly, we have no divine right 
to the hardware business; neither 
can we expect success by legislation. 
We must merit our place in the pic- 
ture. 

Every one of our test stores has 





been equipped with new — 
which are being charged off over 
five-year period, as compared with 
10 to 20 years in the industry. 
Every one of these stores is clean 
and must be kept that way—both 
the selling floor and stock room. 
Every one of these stores follows a 
definite advertising program. Every 
one of these stores orders all mer- 
chandise by mail. Every one of 
these stores buys every item from 
Hibbard’s, with the exception of a 
line of garden seed not carried by 
the parent company. Every one of 
these stores -is treated like any 
other customer, and they all make 
good profits. : ‘ 

In the very. ifture every 


one of these: storesw 4 a 


aif 







independent dealers to de 6 for many, 
many years. We now have the 
proof that concentration of pur- 
chases with one source having a 
complete merchandising and operat- 
ing plan is the answer to the 
problem. 

The reason is obvious; you have 
the right selection of merchandise 
at the right prices. You have 
proper order and sales promotion. 
You have time to do your job of 
selling. 

During the war period all of us, 
whether dealer, wholesaler, manu- 
facturer, or salesman, have become 
a little too apathetic. We are in- 
clined to brag a little because we 
sell our allocation of alarm clocks, 
shells, pressure cookers, or other 
critical items in record time—even 
though that allocation is many 
times larger than the usual order 
we placed on those lines in the pre- 
war era. 

Just a few years ago we were 
making a special offer to interest 
dealers in larger stocks of sporting 
goods, but in almost every instance 
they were not even interested in the 
sale of shells. But during this war 
period letters from dealers would 
indicate that this item represented 
the backbone of their business. In 
the not too far distant future these 
shortages will be over, and again 
you will have to start selling, only 
this time you are going to be faced 
with real competition. You will 
have to give better service. 

We are heading for a competitive 
market, but, unfortunately, too 
many in our industry do not seem 
(Continued on page 80) 
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How I Propose to Increase 
Sales in the Post-War Period 


gy COmmazATION and departmentalization 
plans entered into as means of increasing 
business because someone will “be selling hard- 
ware items to someone else, from now to eternity”. 
Plans complete coverage wherever possible “even 
if it means the sacrifice of quantity buying is Mr. 
Miller's plan for his new store in bigger, better 
quarters. In addition to complete lines of merchan- 
dise he advocates more of it because “we have all 


lived by means of it.” 


oe is going to be a 


frank airing of our plans. In order 
to give you a better picture of our 
operation, I am going tq give you 
a brief sketch of Forest Grove and 
our general trade area. Forest 
Grove is located 25 miles due west 
of Portland, Ore., and is on the 
western edge of the Tualatin Val- 
ley. We are about 50 road miles 
from Tillamook and the Pacific 
Ocean. The city is the junction of 
the Wilson River Road and the 
Sunset Highway, the two shortest 
routes from Portland to the sea. It 
is the home of Pacific University 
and one of the oldest cities in Ore- 
gon. Like any other small town, we 
are particularly proud of our 
schools and homes. 

Farming, particularly fruits, 
berries and nuts, make up the bulk 
of our business. We also have a 
large dairy cow population. There 
is quite a bit of lumbering left, in 
spite of the forest fires of the past 
10 years. Most of you remember 
the great Tillamook burn of 1933 
and the reburn that we had in the 
Same area last year. This came 
within eight miles of Forest Grove 


By RAYMOND L. MILLER 


Forest Grove, Ore., 
Hardware Dealer 


and has had quite an effect on our 
lumbering business. It could be 
said that for all practical purposes, 
our customers are mostly farmers, 
since many of the mill workers and 
loggers, farm along with their 
other jobs. 

The population of Forest Grove 
is about 3000, an additional 1500 
live within a block or so of the city 
limits. Our trade area comprises 
some 200 square miles and has 
about 15,000 people. The county 
seat is six miles east of us, on the 
highway to Portland and we have 
to work hard to hold business from 
the natural journey to the county 
seat and on to Portland. 

Prior to the war, most of the 
hardware business in our’ com- 
munity went to the large mail order 
houses or to the farmers’ co-op in 
the county seat. It is true that we 
had a nice little business, but the 
future seemed very uncertain and 
at best, promised little more than 
a good living. 


* x* * 


At the Thursday 
morning session 


RAYMOND L. MILLER 


Then came the war, with all the 
problems that beset merchants of 
steel and other critical items. We 
struggled and battled to keep in- 
ventories up and to keep our cus- 
tomers satisfied with our failing 
efforts. We became so discouraged 
that plans were actually being made 
to give up and quit, or retreat to 
a much smaller operation, which 
my wife and I could handle with- 
out extra help. 

Finally out of necessity for 
reaching some definite conclusion, 
we decided three things: 

1. Someone would be selling 
hardware items to someone else 
from now to eternity. 

2. The average person had de- 
veloped a habit of shopping in his 
home town, due to wartime re- 
strictions and, what is more im- 
portant, he liked it. The service 
was better than at the large stores. 
The salespeople were more cour- 
teous and he was able to get his 
fair share of scarce merchandise 
without standing in line for hours 
to get it. He also found out that 
his local hardware merchant was 
a pretty swell guy. He helped him 


“All that the customer wants is good merchandise, at a fair price, with a reason- 
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able amount of good service.” 














“There is hardly a store in 
business today that could have 
lasted through the war without 
the aid of his jobber friends”— 
E. E. Miller. 


* * * 


patch up, repair and _ generally 
make his worn out articles carry 
through the war. 

3. All that the customer wants 
is good merchandise, at a fair 
price with a reasonable amount of 
good service. 

This much we had in our favor. 
What would be against us? What 
were we to have in the way of 
competition? We all knew, even 
back in 1942 that the competition 
in post-war business would be 
terrific, but even then, I think that 
most of us far underestimated just 
how bad it would be. 


Competition 


The competition in our area 
summed up to the following main 
parts: 

1. Hardware stores: Within our 
trade area, we had four new hard- 
ware stores and there were others 
trying desperately to find a loca- 
tion. The location seemed to be the 
only drawback, since, with but two 
exceptions, any of the wholesalers 
with whom we were doing busi- 
ness, would start up a new store, 
in spite of the fact that they were 
having a pretty tough time keeping 
most of us supplied with enough 
merchandise to keep our doors 
open. 

Do not misunderstand me to the 
point that you think I am not a 
wholesale man. There is hardly a 
store in business today that could 
have lasted through the war with- 
out the aid of his wholesale friends. 
I am personally a great believer in 
the wholesale-dealer set up. But 
many wholesalers betrayed this 
trust to their old accounts in a 
time of crisis and even now are 
beginning to pay the penalties for 
it. 

2. Small auto chains and other 
small hardware syndicates: 

Firestone, Western Auto, Coast 
to Coast, Goodrich and Goodyear 
were all clamoring for locations. 
We could be certain that at least 
half of them would eventually land 
within our area with at least one 
store and maybe more. 

8. Established stores adding our 
lines: 

One lumber yard was selling 
rakes, hoes, bolts and a full line 
of tools. 
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A feed and seed store had added 
a full line of farm hardware items. 

A dry goods store was adding 
many sporting goods items and 
housewares. 

All of you should check your 
local J. C. Penney store and their 
plans in regard to Dept. M. 

4. Appliance stores electrical 
stores, plumbing shops: 

These would be limited only by 
the space available and the lines 
that they could tie up. 

This is quite an array of com- 
petition and I feel certain that each 
of you is facing about the same 
deal in your community. 

We found out further that many 
large manufacturers were forsak- 
ing the hardware outlets and favor- 
ing the chain aufo stores. We are 
réminded of one in_ particular, 
whose merchandise we had vigor- 
ously promoted for 10 years, espe- 
cially his lamps. When electric 
irons, mixers, hot plates and toast- 
ers began to come through on very 
meager allotments, the service sta- 
tion across the street from our 
store had many times the quanti- 
ties to sell that we did and he did 
not carry a single one prior to the 
war. 

x * * 


“We have shown with our 
paint department what can be 
done with a complete line of a 
good product...We just carry 
a complete line and we sell it. 
Every member of our organiza- 
tion is paint minded.”—E. E. 
Miller 


* * * 


At best, the outlook was any- 
thing but cheerful. We had not 
even taken into consideration the 
expansion of the large firms in 
Portland or even the county seat. 
We had all that we wanted to think 
about right in Forest Grove. Would 
there be enough business for all 
of us? Would we be able to get 
our share? In fact would we be 
able to get more than our share, 
since that would be what we would 
have to have to exist. 

Our sales volume in 1941 was 
under $50,000. We now had plans 
to build this up to the point where 
we would be able to do, when ample 
merchandise was available, about 
$250,000 a year. We had now 
made up our minds to go ahead 
and began to figure out what we 
would have to do. Permit me to 
say that the “our minds” in this 
case refers to Mrs. Miller. 

The first thing we were going to 


need was financial help. We had 
made some money in the past years, 
but what with taxes, etc., our back- 
log was far too meager to support 
the plans that we now had de- 
veloped. A visit with our local bank 
found that they were willing and 
ready to see us through on the deal. 
We have worked out a plan that 
will finance our venture and leave 
us ample room for operating 
capital. 

Next thing we would need more 
room. Our present store is 28 by 
100 ft. This space would not han- 
dle much more than the business 
we were now doing and certainly 
could never accommodate the plans 
that we had in mind. We found a 
location that was just half a block 
from the main corner in town and 
the rear of this building was at 
right angles, on the same alley, as 
our present store. It could be had 
on a long term lease, but needed 
thousands of dollars of repairs. 


The New Building 


We took the building and are 
just now completing the remodeling 
job, at about double cost that we 
expected. This building will be 
ready for us about Sept. 15. We 
will have a main floor store 50 by 
100 ft. and a downstairs store of 
the same size. And there will be a 
warehouse adjoining that will be 
60 by 45 ft. From there a step 
into the rear of our present store, 
which we will keep to house our 
farm equipment department and 
the service department. 

The association is drawing our 
plans for the fixtures and it is our 
hope that as of the date of opening, 
we will have as modern a hardware 
store as there is in the country. 
Material shortages may alter this 
some, but we are proud of our 
store and it will be a definite asset 
to the community and a credit to 
the hardware business. 

We will have the shopping items 
upstairs, sporting goods, auto ac- 
cessories, tools, housewares, appli- 
ances and the office. Downstairs 
will be the more or less demand 
items such as plumbing, electrical, 
builders’ hardware and paints. 

Customer parking will also be 
made available and this is a very 
important item. 


* ~ * 


“One place where we can 
beat (chains) every time...is 
service to the customer. We plan 
to offer every service that he 
could possibly expect.”—E. E. 
Miller 
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We now had the location taken 
care of and were getting it started, 
the next thing on our list and the 
most important was personnel. An- 
nual sales of $50,000 we could do 
by ourselves, with a little help. But 
five times that amount would re- 
quire an organization. We divided 
our business into seven depart- 
ments as follows: 

Dept. No. 1: all building items, 
tools, plumbing, electrical, paints, 
roofings and general miscellaneous 
hardware; 2: housewares, gifts 
and table appliances; 3: auto acces- 
sories; 4: sporting goods; 5: mod- 
els and toys; 6: appliances and 
7: farm equipment. 


Merchandise Plans 


Now for our merchandise plans, 
what we will carry and who will 
sell it. Department 1. All the gen- 
eral hardware items, builders’ 
hardware, plumbing, wiring, paints, 
roofing, tools, etc. This department 
actually makes up about half the 
volume of the entire store and will 
be headed by myself. Since most of 
our help is new, they have not ac- 
quired the experience necessary 
for the proper handling of all these 
items. 

We have always carried a fair 
stock of all these articles. 

In those departments where we 
had a complete stock, we noticed 
that we did far more business in 
proportion to the inventory than 
in those where we just tried to 
skim the surface. Any department 
or line that we decide to take on, 
we get into the trough with both 
feet. We have found out the hard 
way, that unless we really go after 
it, the addition of a line is a failure 
and we have left ourselves in mid- 
air with a very poor job done. Our 
plans call for as complete a line 
as possible in all items. 

While getting some ideas for our 
new store from the Minnesota 
Association, we were told about a 
system of packaging builders’ hard- 
ware for each room of a job. This 
would be much simpler for the con- 
tractor, since the man on the job 
would have just what he needed for 
each room in each package and 
would not have to spend a lot of 
time rummaging through a couple 
of boxes to find the right hinges 
to go with each lock. 

We will carry the most complete 
line of quality builders hardware 
in our area. Since the cost of this 
item is so small in proportion to the 
entire house job, we feel certain 
that we can sell quality and beauty 
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over the cheaper lines that most 
of our competitors handle. We will 
also have a complete line of small 
repair items for the homeowner. 

Plumbing and wiring supplies: 
We usually carry a complete stock 
of both the roughing-in items and 
the fixtures. Right now, it is almost 
impossible to carry much of a stock 
due to shortages and regulations. 
This will not last too long and soon 
we can have complete stocks of all 
the items that are in demand. 
These two lines can involve a lot 
of money, but we have a very satis- 
factory jobber set-up with fast 
service and find that we can really 
cover the plumbing and electrical 
field with a moderate inventory. It 
is true that we sacrifice some on 
discounts, since we rarely buy 
enough to get the end price, but we 
feel certain that our wide cover- 
age, with a few of each article 
much more than makes up for it. 
The volume that we have gained 
from this plan has proven its 
worth. 


New Displays 


Our new displays will include 
plumbing fixtures of all kinds. They 
will be set up with the proper in- 
stallation so that the purchaser can 
see just how they should be in- 


stalled. We will be in position at 
all times to advise him on codes 
and regulations. About 80 per cent 
of them never pay any attention to 
them, but we want to be able to 
give the proper information. 

The electrical department will 
have complete inventories as far 
as the line goes. Fixture displays 
with a wide variety, even though 
the backing-up inventory may be 
small. The average purchaser 
wants only one or two of each fix- 
ture and a complete house can be 


outfitted from a very shallow 
stock. This requires careful con- 
trol of the inventory. 

Paints: We are in the paint 
business now and will be more so 
in our new location. We have a 
very fine line of materials made 
in Portland by a small manufac- 
turer. We have shown with our 
paint department what can be 
done with a complete line of a good 
product. We do not have any na- 
tional advertising to rely on, we 
never have any specials, we just 
carry a complete line and we Sell /t. 
Every member of our organization 
is paint minded. 


Everything Carried 


We carry everything in our line 
that either a homeowner or a 
painter would expect to find. In 
many of the slow items we carry 
but 1 can of a size. Maybe we will 
sell that one can about once or 
twice a year.. The actual profit in 
that sale is nil, but people from all 
over our area know that whatever 
it is they need in paint, Forest 
Grove Hardware has it. We started 
with this new line when we first 
came ‘to Forest Grove. A new 
store, a new line of paint, boy it 
was really tough going. That first 
year we did less than $1000 in paint 
sales. Now we far exceed that each 
month—in fact—just about double 
it. 

We expect to add to this depart- 
ment, floor coverings and wall 
paper. These are items that re- 
quire space, hence the fact that we 
have not stocked them _ before. 
Frankly, our sales plan will include 
anything that a customer wishes 
for his new or old home, except the 
lumber. 

Contracting in any of these lines 
does not fall into our field yet. We 
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have plans for doing so, but lack 
the proper connection with the 
right person. The contracting field 
can be very profitable and it cer- 
tainly can be headache. We were 
in it for several years and doubt 
very much if we will get into it 
again very soon. 


Plans Apply to All Items 


The plans as outlined will apply 
to all our hardware items. Com- 
plete coverage wherever possible 
even if it means the sacrificing of 
quantity buying. We have found 
that by careful planning and fre- 
quent buying, we can carry a stock 
of bolts that runs from the smallest 
of machine screws up to 3 by 24 
in. In fact a surprising thing about 
this is the fact that after we had 
assigned one person to look after 
bolts, our stock was actually less 
than before when it was just a for- 
gotten item that we ordered when- 
ever we thought about it. Inci- 
dentally, we have the bolt business 
in our trade area. Many customers 
come right past two or three other 
stores to buy bolts from us because 
they know that they can get what 
they want. These few instances 
certainly have convinced us of the 
wisdom of complete stocks in the 
small towns. 

Department No. 2: Housewares 
and Gifts: The young lady in charge 
of this department, has been with 
us for over four years. First as a 
part time student employee while 
attending University and then later 
on a full time basis. In addition 
to her experience with us, she has 
been an assistant to the manager 
of a similar department in one of 
the larger stores in Portland. This 
is most definitely a ladies depart- 


ment and we often disagree on the 
type of merchandise carried, but 
she has good taste and the volume 
shows that people in small towns 
will shop for the better articles 
there if they are available. 

Our displays for this department 
in the new store will compare with 
any of the Portland stores. A cus- 
tomer may purchase any article and 
get it gift wrapped, free of charge. 
We also pack and wrap for mail- 
ing and furnish many other shop- 
ping conveniences for the gift pur- 
chaser. The men especially appre- 
ciate this, since they have a great 
dislike for doing pretty wrappings, 
etc. Everything is done to make 
it a pleasure to buy a gift or other 
article from this department and 
it has paid dividends in increased 
sales. When a larger choice of 
good merchandise is available, it 
will be a large department for us. 
In fact, at the present time, this 
department is doing almost as 
much as our whole store did in 
1941. Display space, careful dis- 
playing, smart tastes, are the key- 
note to our plans for this merchan- 
dise. 


Auto Supplies 


Department No. 3: Auto Sup- 
plies: Without a doubt, the auto 
supply stores will take the biggest 
slice from the retail hardware 
business. They are after the cream 
of the line and will get a whole 
lot more of it than most of us 
think. We decided to get into the 
auto supply business. We carry a 
small department in such merchan- 
dise now, but it certainly is a skel- 
eton stock and has proven to us 
again the fact that we should either 
be in or be out: Well, we will be 
in the auto supply business. Tires, 
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batteries and all the miscellaneous 
articles that go to make the auto 
boys tick. Our department will be 
complete, even to the installation 
of tires and the charging of bat- 
teries. We have sent one of our 
men to the B. F. Goodrich school 
and when our new store opens, we 
will have a Goodrich auto supply 
department. 

Now is a good time to tel: you 
about the plans for our budget de- 
partment. We are all doing more 
business right now than we ever 
thought we could and most of it is 
cash. I wish we could convince our- 
selves that we were going to have 
all this cash spent for merchandise 
that the government tells us about. 
In our territory the majority of ap- 
pliance sales right now are going 
on contract. So we are setting up 
a budget department that will en- 
able a customer to have the same 
type of a time payment account 
with us, that he can get with Sears 
or Wards. This will be especially 
needed in the sales of tires and 
auto equipment, but will be used 
throughout the entire store and 
will turn many of our open book 
accounts into regular paying time 
accounts. We decided that we had 
just as well face the facts and get 
ready for the very near future, 
when the largest part of our sales 
volume would be credit business. 
To our knowledge, our store will 
be the only place outside of Port- 
land where the local people can get 
this service for such a wide choice 
of merchandise. 


Sporting Goods 


Department No. 4: Sporting 
Goods: Here is where we really 
shine. About five years ago we 
hired a high school boy to help 
us after school hours and on Satur- 
days. He was plain crazy about 
fishing and hunting. Every spare 
moment of his time was spent 
around, what was then a very 
meager department. He finally 
talked us into letting him have 
charge of this section, even though 
he was then only 16 years old. 
Within about one year he had run 
it up to the place where it was the 
best department in the store. Ever 
since that time, the person in 
charge has been a fishing and hunt- 
ing man. 

At the present time we have an 
older man, who has been with us 
all through the war. He is a native 
of this community and can tell 
every pool where the big fish are 
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REMINGTON MAINTAINS 
MOTION PICTURE LIBRARY 
FOR GUN CLUB USE 


BRIDGEPORT, CONN., July 4, 1946. 
As a free service to dealers, sportsmen’s 
groups, conservation clubs, trap, skeet, 
and rifle clubs, Remington Arms Com- 
pany, Inc., maintains an up-to-date film 
library .. . covering a wide variety of 
outdoor subjects, from quail hunting in 
Mississippi to big game hunting in Africa. 
If you prefer shooting instruction films, 
there are “The Making of a Shooter,” 
and “Hitting Flying Targets.”’ 












—— 


FILM TITLES 

t 
A Man, a Dog, and a Gun.- pom . ae 
Thrills in Wildest Africa. - - _— yen 
The Making of a Shooter . . Sou oon 
Fisherman's Paradise - -- = ae 
} 4 Fishing Thrills .---+-° = 















Hunting Thrills.-----°°" —= 
Let "er Buck..----** °° — 
Pack and Saddle. .----** a 
Puttin’ on the Dog.---:- _ 
oun 







Snow Thrills ------"°""" 
Hitting Flying Targets .--- Sound 


: 
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Sound films require 16mm. sound pro- 
jector equipment. Silent films can be 
shown on any standard 16mm. silent or 
sound projector. To help you select movie 
subjects for showing before your local 
organization, send for a complete list of 
films in the Remington library. Just write 
to the Advertising Division, Remington 
Arms Company, Inc., Bridgeport 2, Conn. 








DONT FIRE THAT 
REMINGTON ‘HI-SPEED 22, 
PAPPY !— THE SEASON 
HAINT OPENED IN 

THAT COUNTY. YET! 

















ALL WORK AND 
NO PLAY 


Eight hours or more a day... six 


in a retail store may bring profits. 
But it sometimes makes a man aw- 
fully tired! If you’ reselling sporting 
goods, however, you’ve a wonderful 
opportunity to combine business 
with pleasure. 


By becoming an active sportsman 
yourself... you acquire an intimate 
knowledge of sporting goods. You 
gain valuable contacts with sports- 
men... prospective customers! And 
you enjoy a greater measure of 
health and well being. 


Furthermore, the dealer -sports- 





days a week... behind the counter / 





man is quick to learn which brand 
of arms and ammunition gives him 
more satisfaction... which brand 
will be more satisfying to the cus- 
tomer. He knows, ‘‘If It’s Reming- 
ton, It’s Right!’’ 








“STRAIGHT LINE FEED’ CONTRIBUTES TO 





SMOOTH ACTION OF REMINGTON MODEL 31 SHOTGUN 


BREECH BLOCK 
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MMOLE TO RECEIVER ON B07 S10ES / 


ACTION SLIDE LIFTS CARRIER 


STRAIGHT L/NE TO CHAMBER 
< ~ 


CARRIER ; 











The famous Remington Model 31 pump 
action shotgun has many features that 
place it foremost in its class. Straight 
line feed is one of the most attention- 
worthy features. 

By having the carrier hinged at the 
top instead of the bottom, as in most 


| guns, the shell is lifted up so that as it 
| starts into the chamber it travels in a 











straight line. This prevents the shell 
from jamming or getting stuck, and it 
contributes to ease of operation. It is 
one of the reasons why aerial gunnery 
students called the Remington Model 31 
“the gun with the ‘ball-bearing’ action.”’ 


Hi-Speed is Reg. U. S. Pat. Off. by Remirgton 
Arms Company, Inc. 
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and knows all the best hunting 
spots. He keeps posted at all times 
and our customers respect his judg- 
ment and appreciate his informa- 
tion. 

The sports equipment and ath- 
letic goods are handled by the man 
who looks after the auto depart- 
ment. He is a returned vet and 
had been with us on a part-time 
basis for about six years prior to 
the war. He will have charge of 
the promotion for tennis tourna- 
ments, softball leagues, baseball 
games, and other athletic events 
or tournaments. 

We maintain and operate free, a 
loud speaker set for the high school 
and college games. It is also avail- 
able free to any organization of a 
similar type in the community. 
Giving and placing of athletic 
awards to the schools and indi- 
viduals is also part of our plan for 
a larger sports department. This 
young man was a local high school 
athlete as well as a four-year letter 
man at Pacific University. He 
knows and likes sports. He passes 
on to his customers the same en- 
thusiasm. If a man of this type 
is not available for such a depart- 
ment, we feel that it cannot be a 
success. You must have sportsmen 
to sell sports equipment. 


Models and Toys 


Department No. 5: Models and 
Toys: This is a new line for us 
within the past year or so and we 
have been surprised at the results. 
Every merchant in this room has a 
host of little rascals hanging 
around his store looking at all the 
merchandise. In fact, sometimes 
they do more than just look. Occa- 
sionally we all miss an article or 
two and put the blame on the kids, 
whether they deserve it or not. We 
decided to start the shopping habits 
young and added a model airplane 
department. This was in charge 
of another high school boy, who 
knew his planes. We now have the 


‘second boy in charge and after 


about two years of operation are 
sold on it. We will increase the 
lines to model railroad equipment 
and other hobby items. It has been 
surprising to us how many men 
will purchase this merchandise. 


We also have a young lady in 
this department and she will han- 
dle the year around stock of toys 
that will be carried. It will be pos- 
sible to purchase a good toy, any 
time of the year from our stock. 
“very little kid seems to have a 
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birthday now and then, and we be- 
lieve that the combination of the 
two lines will prove its worth to us. 
There is only one word of advice: 
you must be right on the price. 
These youngsters are sharp dealers 
and know just what they want and 
what the correct price is. Our pil- 
fering loss has been very low and 
many a future customer is in the 
making with this department. 


Appliances 


Department No. 6: Appliances 
and Major items: We sometimes 
wonder if this type of merchan- 
dise will ever be available again. 
Without a doubt it will not only 
be available, but I am afraid that 
the quantities will be so great that 
we may have to back down on some 
of the commitments we have been 
razzing the suppliers about. Any 
way we look at it, it will be a big 
department in the near future and 
we plan to keep it big as long as 
possible. The manager of this de- 
partment has all the qualifications 
necessary for the successful opera- 
tion over a period of years. He has 
had power company experience and 
for the past eight years has been 
head of the School of Music at Pa- 
cific University. He is noted for 
his work in the community, well 
liked and respected by all who know 
him. He has that important thing 
necessary in this type of selling 
that he can inspire confidence with 
the first contact. He knows appli- 
ances, he knows selling, he knows 
and likes people. 

Our lines will again be very com- 
plete. We will offer the public a 
choice of appliances that will not 





A. E. HERRNSTEIN 


Retiring Member 
N.R.H.A. Advisory Committee 


be available outside the Portland 
area. Again we will plan to cover 
the lines completely and will have 
to fall back on our suppliers for 
fill-in stock. People will not be as 
ready to buy after seeing two 
models as they will after seeing 
the complete line. The space that 
we allot to this merchandise will 
make it possible to convince the 
customer that we are in the appli- 
ance business. We will have a radio 
room, where the prospective buyer 
can hear a set just as it will sound 
in his own home. Model kitchens, 
demonstrations, cooking schools, 
direct selling are all set up at the 
present time and ready to go as 
soon as the merchandise is avail- 
able. It will be a very competitive 
field and we intend to get a big 
slice of it. 


Farm Equipment 


Department No. 7: Farm Equip- 
ment: At the present time, we are 
not agents for any national known 
line of farm equipment. This is 
another line we are still thinking 
about and when a little more money 
is available we may consider it. We 
had one once, but due to the lack of 
space, were forced to give it up. 
We do carry a complete line of barn 
equipment, poultry equipment, 
dairy supplies, water pumps, milk- 
ing machines, etc. Since ours is 
largely a farming community we 
are going to be in the farm equip- 
ment business. At the present time 
the farmer must go to the county 
seat for all his needs. This gets 
him in the bad habit of buying 
other merchandise there. We hope 
to make our store his headquarters 
for his needs as rapidly as possible. 
Seeds, and a complete garden sup- 
ply department will be included. 
That covers the merchandising de- 
partments, but we have two very 
important parts of our organiza- 
tion left. These are both in the 
making and will not go into effect 
until we are in our new store. 

The credit department for the 
proper care and handling of the 
budget department will be very 
necessary for us. The volume of 
business that we expect will re- 
quire more than just the passing 
time that I could give it, Also, 
we must all admit our shortcom- 
ings and I certainly am a lousy 
credit man. Sometimes I like to 
kid myself when I have been lucky, 
but through the years my efforts in 
this line have been very poor. 

Our credit manager is a young 

(Continued on page 79) 
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W. MAURICE BAKER 


A, I see it, there are at 


least three schools of thought to the 
question, “Is retailing a lost art?” 

One answer is definitely “Yes” as 
given by some consumer groups. 
Based on treatment they have re- 
ceived during the war years plus 
the rising costs, some people feel 


_ that retailing as we knew it in the 


past is definitely a lost art. In their 
opinion, we need more co-op stores; 
the rolling store that will bring 
merchandise to your door; auto- 
matic vending machines for staple 
consumer products and plans for di- 
rect methods of marketing from the 
producer to the consumer. 

A second answer to the question 
is definitely NO. For example, the 
Committee for Economic Develop- 
ment in their Handbook for Retail- 
ers says, “Retailers will always be 
needed, and wholesalers also, to get 
the goods to the people. The goods 
that are made in factories must be 
sold—that part is to a great degree 
the responsibility of the retailers— 
all manufacturing ends in the retail 
sale.” 

One thing we have learned from 
the past is that merchandise piled 
up in warehouses or over-stocked 
on dealers’ shelves means depres- 





Is Retailing a Lost Art? 











R. BAKER gives a yes, no, and maybe, answer 
depending on which school of thought you 

may follow. He summarizes the reactions of Ken- 
tuckians to hardware stores in that State and de- 
spite their adverse criticisms concludes that retail- 
ing is not a lost art but that some dealers may be 
“lost,” due to the unnatural period we've just been 

through. 





By W. MAURICE BAKER, 






Head, 
Dept. Distributive Education, 
University of Kentucky, 
Lexington, Ky. 










At the Thursday 
morning session 


sion and unemployment. Merchan- 
dise must be placed in the hands of 
the consumer if we are to have 
prosperity and full employment. 

The third answer to the question 
is neither “no” nor “yes.” It is 
given by some retailers who say, 
“Give us the merchandise.” These 
“give-me-the-merchandise” boys go 
on the theory that there is a big 
backlog of orders and that art or no 
art in retailing, people will stand in 
line to buy. My only question is— 
whose line will they stand in? Will 
it be yours? Or will it be a new 
and different kind of a line? 


Danger Flags Flying 


Danger flags are flying along the 
route today and the retailer who 
refuses to face the problem square- 
ly and who compromises by saying 
that the total answer lies in mer- 
chandise shortages is only kidding 
himself. This is the fellow who, 
when “C” Day—competition day— 
comes, will how] to the high heavens 
about unfair competition and price 
cutters. 

During the period between the 
World Wars, two very important 
things happened that influenced the 


_art of retailing. The first was our 


increased capacity to produce 
things. For the first time we hit 
our stride and not only produced 
things in quantity, but a wide as- 
sortment of the same products. For 
the first time in our history we 
were able to produce more than the 
buyer asked for. The customer was 
in the saddle and the retail store 
was forced out of the foxhole of 
take-it-or-leave-it into an era of 
highly competitive selling. 

The second change was the rise 
of the American woman as the pur- 
chasing agent for the family. With 
the many labor-saving devices in 
the home and a family car in almost 
every garage, women had more time 
and opportunity to shop in the 
stores. It is estimated that 85 per 
cent of the money spent in the re- 
tail stores is spent by the women. 

In the hardware business every 
piece of merchandise that goes 
from your store into the home is 
either purchased by the women or 
is okayed by her before it leaves 
your store. No man in his right 
mind would attempt to drag the 
stuff home under any other con- 
dition. 

The two facts, our increased 
ability to make things and the new 













“, .. danger flags are flying along the route today and the retailer who refuses to 


face the problem squarely and who compromises by saying that the total answer 
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lies in merchandise shortages is only kidding himself.” 
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role of the women as purchasing 
agents, were responsible for many 
changes in the art of retailing. 
Stores underwent a face-lifting op- 
eration; new type fronts, better 
displays, cleaner interiors, better 
trained sales forces, and other im- 
provements to aid merchandising 
practices. 


* * * 


“In the hardware business. 
every piece of merchandise that 
goes from your store into the 
home is either purchases by 
women or is okayed by her be- 
fore it leaves your store. No 
man in his right mind would at- 
tempt to drag the stuff home 
under any other conditions.” 

—W. Maurice Baker 


* =. 


But to keep the picture moving, 
along came the war, and retailing 
developed a severe setback. While 
many things affected the pulse of 
retailing during the war, I will 
mention only four. 

First, the owner or manager was 
saddled with a number of wartime 
rules and regulations that con- 
sumed most of his time. Day and 
night he had to wrestle with some 
type of form, and everything else 
was passed over. Better plans for 
retailing were passed over for bet- 
ter plans for filing. 

Second, a shortage of merchan- 
dise put the seller back in the sad- 
dle. The customer was forced to 
settle for most any type of mer- 
chandise and carried it home with- 
out even so much as a string 
or a piece of wrapping paper. 
“Stoop merchandise” was added to 
the retailers’ stock — merchants 
stooped down and brought scarce 
merchandise from under the coun- 
ter for favored customers. 

Third, a shortage of help to man 
the stores came into the picture. 
The draft plus attractive jobs in 
war production plants made it dif- 
ficult to hire competent help. Mer- 
chants were forced to hire anyone 
“who could get into the store under 
their own power.” Many adopted 
the motto, “Be kind to our clerks— 
we have plenty of customers.” 

Fourth, training programs for 
store workers were either aban- 
doned entirely or were too weak to 
be effective. This was due in part 
from the lack of time to do the 
training job and also the reluctance 
of retailers to ask their people to 
attend training classes for fear 
that they would walk out on him. 
As a result the quality of sales- 
people was poor as judged by pre- 
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war standards. The incompetence 
of salespeople and the arrogance of 
certain customers resulted in many 
clashes, not only in clashes across 
the counter, but they spilled over 
and became topics for stories is 
newspapers and magazines. All of 
which, regardless of who was right 
or wrong, did not change the atti- 
tude of some people that retailing 
is a lost art. 

Now, let’s re-focus the picture 
of retailing in terms of the hard- 
ware business. 

It occurred to me that the best 
way to get at the answer concern- 
ing hardware stores was to ask the 
people who trade in the stores 
what they thought. I, therefore, 
designed a questionnaire last fall 
and sent copies to field workers in 
vocational education in Kentucky 
asking their help in distributing 
the sheets and returning the an- 
swers. By this procedure we got a 
random sampling of public opinion 
on Kentucky hardware stores from 
many parts of the state; some from 
small towns, some from metropoli- 
tan areas and some from rural 
areas. These questionnaires were 
not signed, and each person felt 
free to express himself or herself 
in confidence. 

The information I am about to 
give you is a sample of what Ken- 
tucky people think about hardware 
stores. We developed this informa- 
tion with the idea of finding out 
what folks though about hardware 
retailers. 


What Kentucky People Say 
About Hardware Stores 


The first question I asked was, 
“Do you trade regularly at one 
hardware store?” Sixty-seven per 
cent said no. In other words, about 
7 out of 10 have not developed a 
habit of trading at a particular 
hardware store—they shop around. 

Why is this so? To me it is only 
common sense. Business always 
goes where it is invited, and it 
comes back to places where it is 
well treated and served best. 

Another question was, “Do you 
think hardware salespeople, as a 
rule, are as friendly and service- 
minded as salespeople in other 
stores?” The answer was 56 per 
cent yes, 44 per cent no. In other 
words about half said yes and half 
said no. Bear in mind this is a com- 
parative question, comparing hard- 
ware salespeople with other sales- 
people, and some of them do not 
have such a hot record. 

The strongest vote came on the 
question, “Do you think hardware 


stores, as a rule, are as attractive 
and inviting as other stores?” Sev- 
enty-nine per cent checked no, or 
8 out of 10 said hardware stores 
did not look right. I have heard 
hardware men say that you had to 
have paint buckets all over the floor, 
half opened boxes piled on the coun- 
ter and merchandise sprawled all 
over the floor because that’s the 
way people wanted it. I never did 
agree that this was the right an- 
swer, but after collecting the evi- 
dence last fall, I am sure their 
answer is wrong. 

What can you do about it? I 
would suggest-that you go back to 
the fact mentioned a moment ago 
that the women control the purse 
strings. Then design your stores 
so as to be attractive to the women. 
I would suggest that you take time 
out and study the department 
stores. They are designed to attract 
and serve women shoppers. I am 
sure you could get some valuable 
ideas from them. 

Perhaps some of you feel that 
women and hardware stores don’t 
mix. Let me remind you that it 
took a war to prove to you that 
women could sell hardware, and 
they did a good job of it. Many 
hardware stores had cleaner dis- 
plays, and cleaner language used, 
when women started working on 
the floor. However, for your fur- 
ther information, one of the larger 
chains, and one that a lot of you 
spend your spare time cussing out, 
experimented with women workers 
in hardware departments  sev- 
eral years before the war and found 
them to be satisfactory. 

What are the things customers 
do not like about Kentucky hard- 
ware stores? We got a lot of an- 
swers on this one. I am going to 
read some direct quotations: 

Indifference. 

Confusion of merchandise. 

Inability to display goods. 

Poor display. 

Disorder in displaying stock. 

Too crowded 

They are too dirty. 


s. 2.2 


“What about marking prices 
on your merchandise with price 
markers prominently displayed. 
Actual tests show that shoppers 
hesitate to stop and examine an 
item when they don’t see the 
price easily and plainly. Another 
reason for marking prices is that 
customers fa the idea that a 
store is -priced when the 
merchandise isn’t plainly marked.” 

—W. Maurice Baker 
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Williams Dealership? Write to- 
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For ALL-season 


From heater to fan in 
29 seconds . . . simply 
remove heater housing 


Heaters and fans are strictly seasonal 
in sales appeal— but not SEASON-AIR. 
This revolutionary room conditioner 
does either job . . . heating or cooling 

. quietly, efficiently and at a mo- 
ment’s notice. 

Created for all-year-’round demand 
... ultra-smart in appearance . . . priced 
low for volume sales . . . Surf SEASON- 
Air spells p-r-o-f-i-t-s amy way you 
look at it. 

Material shortages will hold back 
volume production a little longer. 
Meanwhile, keep after your jobber and 
make sure your store will have this 
sensational new profit-maker as soon 
as deliveries begin. G-M Laboratories 
Inc.,4296 N. Knox Ave., Chicago41, Ill. 


BEAUTY. .. Handsome crackle finish 
e Chrome heater grill e Modern- 
design fan blades ¢ Separate fan 
guard. 


STABILITY...Sturdy all-metal con- 
struction e 7'%-inch base e Finest 
materials and workmanship. 


utility... For summer, powerful 10- 
inch fan with air displacement of 
500 cu. ft. per minute e For winter, 
1320-watt forced air heater. 


SULENCE... Incredibly quiet— nearest 
thing to noiseless you’ve ever seen 
in a motor-driven appliance. 


ECONOMY... Heater and fan COM- 
BINED for one low price. 


Sf 
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Can’t get waited on. 

Slow to wait on you. 

Not clean. 

Too piled up and can never find 
anything. 

They are never in order, goods 
are all over the place. 

Too cluttered up. 

Seem too self-satisfied. 

Located in out of the way places. 

Their dark, dull appearance in- 
side. 

Merchandise is not arranged so 
customers can see what they have. 

Did the customers give any sug- 
gestions as to how hardware stores 
could be improved? Yes, we had 
a number. 

Fifty-eight per cent said you 
should clean up. In other words. 
about 6 out of 10 said the stores 
were too dirty. 

Forty-one per cent said the 
stores should be painted—both in- 
side and out. It’s the old story of 
the man who sells paint and paint 
brushes to the other fellow, but 
never uses them himself. But you 
can’t fool your customers. 

Fifty-seven per cent said the 
stores should have better lights. In 
this atomic age you can’t get by 
with 40 watt bulbs when the other 
fellow is using fluorescent lighting. 
People are afraid of dark places 


' and they turn instinctively to 


bright lights. Good lights make it 
easy for people to buy, reduce eye 
strain and add to the cheerfulness 
of your customers and salespeople. 

Fifty-six per cent said the stores 
need to make better window dis- 
plays. Good displays make people 
stop and look. Looking arouses a 
desire to possess. Desire brings 
people into the store. 

Only 31 per cent said the stores 
should carry more merchandise. 
This, to me, is a vote of confidence 
because the public knows that you 
can’t get all of the merchandise 
you would like to stock. 

Only 39 per cent said the stores 
should have more salespeople. They 
were not so much disturbed about 
the number of salespeople you have 
as with the type of service they 
give. 

And what was their pet peeve to- 
ward hardware salespeople? Let 
me read you some of the answers 
we received: 

Can’t find the merchandise 
wanted. 

Generally a bit cool. 

Use no effort to sell. 

Take it or leave it air. 

Too interested in talking to wait 
on customers. 

Poor service. 


While waiting on customers, give 
attention to other matters. 

Clerks don’t know what they are 
selling. 

Indifference. 

They don’t seem to be interested 
in whether we buy or not. 

Seem uninterested in what they 
are selling. 

Usually too old and crabby, cross 
and impolite. 

Not helpful and friendly. 

Can’t depend on what they say. 

Never in a hurry to wait on you. 

Don’t care whether they wait on 
you or not. 

Too independent. 

What about marking prices on 
your merchandise? Fifty-five per 
cent said this was one of the weak- 
nesses of the hardware store. In 
other words, about 6 out of 10 pre- 
fer to buy merchandise with price 
markers prominently displayed. Ac- 
tual tests show that shoppers hesi- 
tate to stop and examine an item 
when they don’t see the price easily 
and plainly. Another reason - for 
marking prices is that customers 
get the idea that a store is high- 
priced when the merchandise isn’t 
plainly marked. 


Suggestion for Improvement 


One strong suggestion for im- 
provement was that 61 per cent 
said you should give the customer 
more information about the mer- 
chandise you sell. The old answer 
that this is good paint because we 
sell lots of it won’t satisfy. They 
want more information. 

I think the radio, newspapers 
and magazines are responsible in a 
large measure for this condition. 
People in all parts of the country 
today read and listen to their radios 
and they learn more about hard- 
ware items than many dealers 
know. I would say that the average 
consumer today knows more about 
your merchandise than your sales- 
people do. 

May I suggest that you pick up 
a copy of a farm magazine and read 
both the advertisements and the 
articles. Go through your wife’s 
latest magazines and do the same 
thing. You will soon discover why 
your customers today are better 
shoppers and buyers. 

These, in brief, are the cold facts 
we got from Kentucky people on 
what they think of hardware stores. 

In discussing the problem, “Is 
retailing a lost art?” I have brought 
to your attention the different 
schools of thought, the trends in 
retailing before the war and during 
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the war, and the facts about hard- 
ware stores from the customers’ 


viewpoint. 

Now that the evidence is all in, 
what is the conclusion? 

As I see it, retailing is not a lost 
art, but some retailers are lost in 


man, with banking experience and 
also with several years experience 
as business manager of the Uni- 
versity. He is perhaps the most 
popular young executive in the city 
and is famous for all his commu- 
nity and state wide youth work. 
He will turn what has been a 
headache into a smooth running 
credit department that will make 
the customers want to have an ac- 
count with us. 


Service Most Important 


Finally, and perhaps the most 
important of all— service. There 
is not a merchant in this room 
that has not seen the value of that 
in the past four years. We have 
all lived by means of it. We have 
demanded it from everyone that we 
deal with. Gentlemen, we are in 
what is known as the service in- 
dustry. We plan to use it. In 
spite of all of our plans we know 
that we cannot compete with the 
big chains for prices and they will 
even have a far bigger display 
than we can carry. There is one 
place where we can beat them every 
time and that is the service to 
the customer. We plan to offer 
every service that he could possibly 
expect and maybe some more, too. 
Key making, lawn mower sharpen- 
ing, all types of appliance ser- 
vice, In the past we have even been 
called upon to unlock a bathroom 
door that became jammed. We go 
out and put in window glass dur- 
ing winter storms. The public is 
going to find these services at 
different places and if we can com- 
bine them all in one, we will 
achieve what we want and that is 
the thought in everyone’s mind 
that Forest Grove Hardware is 
the place to buy anything that he 
needs for his farm or home. 

The service department will also 
handle the rental equipment. We 
do a very substantial business in 
sanders, wax, ladders, tools and 
other items of this type. It will be 
increased to include bikes, skis and 
many other items. There is a fu- 





Address of Raymond L. Miller 


(Continued from page 74) 





the fog created by the unnatural 
period we have been going through 
during the past few years. Retail- 
ing is a necessary part of our eco- 
nomic pattern, and it will make 
even bigger strides in the years 
to come. 


ture to the rental business and so 
far it is wide open territory. 

We are advertising minded and 
spend about double the national av- 
erage throughout the country for 
stores of our size. We think that 
it pays. 

Another word on our sales crew. 
They not only manage these differ- 
ent departments but work all over 
the store. They are responsible for 
the buying, displaying and gen- 
eral merchandising of their par- 
ticular departments under my su- 
pervision. They have a pretty free 
hand as long as they stay within 
the budgets allowed, and _ keep 
within the general policy of the 
store. Our store is a direct con- 
tinuation of years of retailing in 
Forest Grove and we do not wish 
to upset the many years of shop- 
ping habits that have been formed. 

Each man or woman is picked 
for his or her abilities in a spe- 
cial line and have been chosen fur- 
ther for their ability to get along 
with the rest of the crew. We will 
not tolerate any friction in the or- 
ganization. The public can sense 
this feeling in a minute and noth- 
ing will drive customers away more 
quickly. Frankly, we also interview 
an applicant’s wife when we are 
interested in him. His wife has 
just as much to do with making 
him a success, in our organization, 
as he has. Maybe more. We work 
hard and work long hours when- 
ever necessary and we all like the 
hardware business. 


Civic Interest 


Each employee is expected to 
take part in the civic and commu- 
nity affairs. Church, youth work, 
recreation or any activity that 
tends to make Forest Grove a bet- 
ter place in which to live. We sin- 
cerely believe that “if it is good 
for Forest Grove, it is good for 
wa” 

There is not the slightest doubt 
in my mind as to the quality of our 
sales organization. They are all 
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tops in their lines and they are a 
real pleasure to work with. I can 
truthfully say that we have one of 
the best sales organizations in any 
hardware store in the country. 

The true test of this pudding 
most definitely will be in the eat- 
ing and we hope that it will be 
good eating. The results so far? 
Well, after less than six months 
with our new crew and with prac- 


tically no new merchandise, we are 
far beyond the quarter million dol- 
lar mark per year and have in- 
creased that figure to the half mil- 
lion mark. All of this and we are 
still in a store 26 x 100 ft. We 
might make that figure and we 
might not, but any way you look at 
it, we are going to be selling a lot 
of hardware to a lot of people for 
a long time. 


Address of E. E. Louis 


(Continued from page 59) 


because during that time we can 
build up raw material stocks to 
permit a more steady flow of pro- 
duction when all the men come back 
to work. 

Men in several of the plants, in- 
cidentally, have taken their vaca- 
tions at the time the mills were 
closed by the coal and railroad 
strikes, and naturally, these will 
rot close for vacations when the 
others do. 

To return to specific predictions. 
Provided there are no interruptions 
other than the vacations, the situa- 
tion appears to us about as follows: 

By the end of the third quarter, 
nails should be in more plentiful 
supply. Irrospective, however, of 
any increases in production by the 
industry, there still will not be 
enough to meet the demand. In 
other words, the shortage will con- 
tinue, but it will be less severe to- 
ward the end of the gear than it 
is now. 


Improved Supply 


sarbed wire, fence, and netting 
will be in greater supply, not be- 
cause of any plans for increased 
production but because of the hope 
for steady production at current 
rates. This production is already 
on a substantial basis, and the 
effect of this would have been felt 
before now had it not been for the 
many work stoppages that have 
affected our mills as well as the 
others in the industry. 

The bale ties situation will be 
improved, but not, however, to the 
extent where the shortage will be 
entirely relieved. So far as the 
early hay crops are concerned. we 
believe, as I said before, that in 
many instances it will be necessary 
to stack the hay for later baling 
because the ties simply will not be 
available in sufficient quantities 
when needed. 

In short, gentlemen, we are rea- 
sonably optimistic about the future. 


Experience has taught us, however, 
not to make any promises, and you 
will understand that these predic- 
tions represent what we hope and 
expect will materialize, but we can’t 
guarantee that things will work out 
that way. 

We are vitally interested in the 
welfare of hardware dealers in the 
distribution of merchant wire prod- 
ucts. It is a vital one and their 
business represents a very large 
percentage of the total. We depend 
upon the hardware dealers for dis- 
tribution, and we want to do all in 
cur power to retain and increase 
this distribution. 


Sell Direct Carloads 


We sell the dealer direct in car- 
load quantities and service his ac- 
count through our many jobbing 
connections for both carload and 
l.e.l. requirements. Unfortunately, 
our production today does not per- 
mit the establishment of carload 
purchases by those who have not 
previously bought in cars, but we 
hope the time will soon come when 
that will be possible. 

We believe that merchant wire 
products are standard items that 
should be handled by all retail hard- 
ware stores, with the only exception 
certain items which naturally would 
not be handled by outlets located 
in large metropolitan centers with- 
out rural markets. The average 
person in need of wire products to- 
day still thinks first of the hard- 
ware dealer. You men have estab- 
lished your stores as headquarters 
for these products. This is im- 
portant — because we know that 
people will always buy wire pred- 
ucts. Regardless of all the new 
items, substitutes and otherwise, so 
far no one has invented or sug- 
gested anything to replace the good 
old wire nail. 

You have the traffic headed for 
your store, and even if the cus- 
tomer buys only 5 lbs. of nails, you 
have the advantage that he must 


come to you. We know from pre- 
vious experience, which each one 
of us has had, that we usually buy 
one or two other items on that trip 
to the hardware store. 

What about the profit? Natur- 
ally, that’s beyond our control, but 
we understand, and we hope it 
works that way for you, that a fair 
margin of profit is possible when 
the items are sold at OPA ceiling 
prices. 

To us, as manufacturers, you 
represent the most direct line to 
the consumer, and that is why we 
are keenly interested in maintain- 
ing and strengthening this long- 
standing relationship we have en- 
joved. 


Address of 
Frank Kaufman 


(Continued from page 68) 


to understand the seriousness of it. 
It is tough to realize that the 
honeymoon is about over, because 
many lines are still extremely 
scarce. But the change from scar- 
city to abundance will not be grad- 
ual, and the moment people know 
that there are supplies of radios, 
refrigerators, washing machines 
and other critical items available, 
they are going to quit scrambling 
to see who will be the first to buy. 
Instead, they are going to decide 
we have waited a long, long time— 
we can wait a little longer, and 
really find out who has the best 
product at the best price. 


Unlimited Opportunities 

Our industry has had a promi- 
nent part in the building of this 
great country, and I for one feel 
that the opportunities in the hard- 
ware business for the next 10 years 
are unlimited, if we are willing to 
sacrifice our own whims and accept 
the leadershhip that is willing and 
anxious to provide a complete mer- 
chandising program. 

I think every wholesaler not only 
can but must make this contribu- 
tion to help the dealer meet his 
post-war competition. But the pro- 
gram can only be given to those re- 
tailers who are willing to put the 
plan into operation with energy and 
enthusiasm. 
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Address of Luther Stein 


(Continued from page 66) 


of the non-desirability of a profit 
sharing plan—other than to say 
most merchants are not willing to 
disclose all the intimate details of 
their business which would be nec- 
essary to avoid the questions that 
could be raised about a profit shar- 
ing plan. 

In recommending that the divi- 
sion of the fund be based upon each 
employee’s annual salary, I think 
you have the fairest basis that 
could be used because it should be 
correct to assume that if one clerk 
sets $100 a month, and another gets 
$75 a month, and another $60 a 
month those differences in salary 
reflect your opinion of the basic 
difference in value of the man. And 
those differences or proportionate 
sharing should prevail in the dis- 
tribution of the incentive plan. 

I have put down on a single sheet 
of paper an example of this plan as 
applied to a $50,000 volume; a copy 
of which will be given you as you 
leave the room. If your volume is 
only half that amount, or 50% 
greater or twice as large, this ex- 
ample could be changed to corre- 
spond with your volume. 


Must Be Attainable Figure 


I cannot too strongly urge that if 
such a plan is used that the base or 
requirement at which the incentive 
fund will start must be an attain- 
able figure. The whole plan must be 
an incentive for better performance 
and more work and to put the goal 
at a figure beyond what could be 
reached would be worse than hav- 
ing no plan at all. 

Then, too, I want to emphasize 
that an incentive plan used now 
would take care of extra pay while 
you can afford to pay it. If you 
have a slump in volume, and we will 
have some day. then your sales cost 
is reduced without cutting base 
salaries. 

When I told you that your chain 
store competition is selling high 
priced goods through the use of an 
incentive system, I intended: that 
comment to cause you to want to 
adopt methods which you know have 
been found successful. 

There is surely no reason why we 
should not adopt any method which 
we find is sound and successful. I 
think it was Carlyle who said: 
“That man is most original who is 
able to adapt from the greatest 
number of sources.” That same idea 


was spoken in different language by 
John Marshall Wade, who said: 

“If I wanted to become a tramp, 
I would seek information and ad- 
vice from the most successful tramp 
I could find. If I wanted to become 
a failure I would seek advice from 
men who have never succeeded. If 
I wanted to succeed in all things, I 
would look around me for those who 
are succeeding, and do as they have 
done.” 





We all want to sell more goods. 
We want to make more profits. 
Knowing the tremendous resources 
and latent buying power of our 
country, I think we will all agree 
that better salesmanship will result 
in more sales of our goods. 

I fully believe that an incentive 
plan in independent retail stores 
will produce better salesmanship; 
more sales; greater profits and last 
but not least—keep talented sales 
people in your store, and keep able, 
ambitious young men in your town! 

Why not try it? 


Address of Franklin Schlitt 


(Continued from page 62) 


take a group of two or three em- 
ployees and present a sales talk on 
some short line. And during lunch 
hours I frequently take time to ex- 
plain and give helpful sales infor- 
mation to individual employees on 
lines of merchandise with which 
they are not thoroughly familiar. 

Factory and specialty salesmen 
are very helpful in giving sales 
training to our employees. We 
regularly take advantage of their 
services by conducting small group 
meetings that may be interrupted 
as business requires. Any sales- 
man will gladly present a_ short 
sales talk to three or four groups 
of employees. It will only take an 
hour of his time, a few minutes for 
each employee, and the planning on 
your part. These small group meet- 
ings will pay dividends to the sales- 
men, the salespeople and to you. 

We frequently provide product 
circulars, catalogs and _ library 
books for our employees in their 
self-training programs. Most of 
our employees receive or read 
Hardware Retailer or HARDWARE 
AGE. Some of them read these pub- 
lications thoroughly. 

I frequently clip items of educa- 
tional interest and attach a note re- 
questing that all employees read, 
check their name, pass on, and re- 
turn to me. I have observed indi- 
vidual improvement following the 
reading of some of these items. 

Individual sales records, store 
average sales records, and my 
charts conclusively indicate that 
sales training is necessary for 
progress. 

Does “Sales Training” pay divi- 
dends? I say definitely that it does. 

We are trying to provide the best 
opportunity possible for each of our 
employees with pleasant working 


conditions, reasonable hours, good 
wages, an opportunity for advance- 
ment, and security of employment. 

The opportunity is better if they 
have a thorough training in all de- 
partments before they have spe- 
cialized trairing. 

All new employees are given the 
responsibility of a small depart- 
ment, they must keep it clean, or- 
derly, and well-stocked, maintain 
stock records, report items to be 
ordered and thoroughly know all 
products and their merits and uses. 

When this training is completed, 
they are moved to another depart- 
ment and so on throughout the en- 
tire store devoting one or two 
months in each department. We try 
to be thorough even to the point of 
having men in the housewares de- 
partment and ladies in the tool, 
hardware, and farm supplies for the 
regular training periods. 

During the time each employee is 
passing through the various de- 
partments they will show some defi- 
nite qualifications in one of them 
which gives you the lead for spe- 
cialized training. 

We are now working with well- 
trained capable personnel and eight 
of our employees are developing in 
our specialized training program at 
the present. 

Specialized training may follow 
so many different channels, as an 
example, department management, 
builders hardware consultant, ad- 
vertising, sales promotion, and dis- 
play management, office manage- 
ment, buying, or store management. 

The tactful handling of spe- 
cialized training is of great impor- 
tance, because we are working with 
well-trained, capable, and aggres- 
sive employees. Yet we must be 
certain that our training program 
is complete. We must be certain 
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that nothing is taken for granted. 

The most elementary subjects 
must be reviewed and their impor- 
tance stressed. If the basic train- 
ing is thorough, the advanced work 
will be built on a firm foundation. 
Thg time and effort we devote in 
our training program will be re- 
turned a hundred fold as our as- 
sociates develop and handle with 
complete satisfaction the hundreds 
of detail matters which weigh so 
heavily on our shoulders. 

You and I may have learned the 
hard way, and our employees too 
may learn the hard way, however, 
if we can impart to our junior as- 
sociates some of the knowledge 
which we have gained in our busi- 
ness life, if we can develop in them 
admiration and respect for the 
stores fundamental policies, if we 
can impart to them some of the in- 
spiration in our hearts, then “Sales 
Training for Progress” places the 
Hardware Industry firmly on the 
threshold of security, for continued 
progress in the years to come. 


Gasoline Tax Revenues 


TT.EN states collected more than $25.- 

000,000 each from gasoline tax reve- 
nues in 1945. The states and the 
amounts collected by each from gaso- 
line taxes in that year are as follows: 
California, $58,900.000: Florida, $25,- 
500,000; Illinois, $37,700,000; Indiana, 
$25,900,000; Michigan, $29,100,000; 
New York, $53,200,000; North Caro- 
lina, $26,500,000; Ohio, $47.500.000; 
Pennsylvania, $47,600,000, and Texas 
with collections amounting to $58,- 
100,000. 

Of these 10 states, Florida with its 
levy of 7 cénts a gallon had the highest 
tax rate of the group. North Carolina 
collected 6 cents per gallon; Indiana, 
New York, Ohio, Pennsylvania and 
Texas imposed a tax of 4 cents per gal- 
lon; California, Illinois and Michigan 
collected 3 cents per gallon. 

Nationally, the peak of revenue from 
state gasoline taxes was collected in 
1941 when receipts totaled more than 
$1,000,000,000. The wartime low in 
collections was in 1943 when state reve- 
nue from this source dropped to $719,- 
200.000. 


THE CLIMB of tax collections in the 
United States has continued unbroken 
from 1933 when federal, state and local 
collections amounted to $8,000,000,000, 
to 1945 when the total reached was 
more than $51,000,000,000, excluding 
social security taxes. 
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CAP SCREWS IN ALL FOUR HEADS 


TRIPLEX Cap Screws and Set Screws are noted for depend- 
ability, toughness and holding power. And they are engi- 
neered with free-running threads, too. Made in Flat, Hex, 
Fillister and Button Heads. Furnished in all standard sizes 
up to 1” diameter and 8” lengths. Demand for TRIPLEX 
is growing ever stronger. For cap screws and set screws 
in particular, TRIPLEX is the line to choose. Write us 
today and ask for free wall chart for easy ordering. 


THE TRIPLEX SCREW COMPANY 


5317 Grant Avenue Cleveland S, Ohio 
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This concrete space 25 ft. wide and extending along the 150-ft. front makes 
an ideal place where farmers may park their trucks and visit the store. 


Parking Area Brings in the Local Farmers 
And Is a First Class Aid to Sales 





A HARDWARE store 


catering principally to farmers needs 
a location with plenty of parking 
space and a large frontal display 
area. That is the opinion of Greg 
Engebos of 1300 Velp Ave., Green 
Bay, Wis., who has built a fine hard- 
ware store on an important highway 
leading out of that city of 48,000 
population. 

The new building, housing hard- 
ware, appliance, paint and _ sheet 
metal divisions, has a frontage of 
150 ft., with a depth of 140 ft. Of 
the frontal area more than 80 per 
cent is window display space which 
is decidedly effective in displaying 


Ti, 


Greg Engebos makes excellent use of 
specially designed space in front 
of his new store in Green Bay, Wis. 


merchandise to passing motorists. 
Signs and exterior lighting are 
planned to further attract motorists 
to the store. 

“We need a great deal of window 
space to show the various lines of 
merchandise that we are handling,” 
Mr. Engebos says. “When the farmer 
or home owner can see what we have 
to offer, he will drop in to investi- 


gate.” 


Plenty of Space 


” 


The “dropping in” matter has 
been provided for in an effective 
manner. Facing the store is a large 
concrete area, almost 25 ft. in width. 
Customers can swing right off the 


highway onto the parking space in 
front of the store. This has been ar- 
ranged much on the same order of 
the filling station drive-ins. There is 
always plenty of parking space avail- 
able and the customer has his car 
close to the entrance through which 


he brings the merchandise he has 


purchased. 

“This parking feature is an impor- 
tant factor in our setup,” Mr. Enge- 
bos says. “The highway in front of 
the store has four lanes and is used 
by the farmers in bringing their pro- 
duce to Green Bay. They can spot 
our store and parking area quickly. 
If they don’t stop in immediately, 
they drive in on their way home or 
the next time they are in the city.” 
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WHY YOU/RE NOT GETTING AS 
MANY GOULDS WATER SYSTEMS 
AS YOU NEED 


Everything possible is being done 
to speed the day when we can 
supply you with your full require- 
ments for Goulds Water Systems. 


We are all set to go, but like most 
other manufacturers, we are un- 
able temporarily to obtain the nec- 
essary component parts to build 
our water systems in quantities 
large enough to meet the ever- 
increasing demand. We trust you 
will understand that this situation 
is caused by circumstances over 
which we... and, of course, our 
distributors ... have no control. 


Just as soon as conditions get back 
to normal, we will be ina position 
to supply you with all the Goulds 
Water Systems you need for this 
highly important and profitable 
department of your business. 








WULD 
































CARRIES THE WEIGHT 
OF MANY SALES 


HEN Mr. and Mrs. Farmer buy a Goulds Water 

System, they both have definite ideas of how they’ re 
going to make full use of its benefits. Mr. Farmer wants 
water cups, a milk cooler, one or more barn outlets and 
hose for flushing down his barn floors, a new stock tank. 
Mrs. Farmer is set on buying a kitchen sink, a bathtub, a 
water heater, laundry tubs, a washing machine, among 
many things she wants. 


Their purchase of a Goulds carries the weight of many 
sales, for it leads to the acquisition of running water ac- 
cessories that amount to an appreciable volume of busi- 
ness in high-unit-cost items. 

Goulds leadership is backed by 98 years of building de- 
pendable pumps. The envied name that Goulds enjoys, 
plus the complete Goulds line, provides the foundation for 
establishing your store as ‘“Water System Headquarters” 
for vour full share of this business in your community. 


Write for the name of your nearest Goulds distributor. 


GOULDS PUMPS, Inc., Seneca Falls, N.Y. 


WATER SYSTEMS 


FOR EVERY FARM AND HOME NEED 








out in front 
with 


GREAT NECK 





"Well done!"—that's easy to 
say for Great Neck work-wise 
tools. A job done with the aid 
of our various tools is likewise 
"Well done!" This is our con- 
tribution to your maintenance 
of good profits and good will. 
















REAL EYE & SALES APPEAL 
No. 60 
KEYHOLE KUT-UP DISPLAY 
| doz. per display 
Ideal for "hard to get at” jobs, 
cuts wood, metal, plastics, etc. 
Easy-grip aluminum handles 
(unbreakable) have sales-wise 
finish. Blades of Tungsten Steel, 
very flexible and breckage- 
resistant, 


SEE YOUR JOBBER 


great neck lines 


hack saw blades— 
molybdenum 
tungsten 
high speed 
keyhole saw blades & handles 
wood chisels & screw drivers 
(plastic or wood handles) 


GREAT NECK SAW 


MANUFACTURERS, INC. 
MINEOLA, N. Y. 



















Mr. Engebos, who recentl y 
brought his two sons, Donald, 19, 
and Ralph, 21, into the business, 
points out that his present building 
allows him space for exterior display 
of farm hardware merchandise, with- 
out interfering with the merchandise 
on display in the large windows. 

“Exterior display of merchandise 
is important for this type of store,” 
Mr. Engebos explains. “In the first 
place, it makes the farmers look our 
way. Secondly, it reminds them of 
their need for the equipment that we 
stock. In the third place, this type of 
display sells goods to customers who 
primarily stopped to get items other 
than those displayed in front. We 
have found that su¢h displays sell a 
lot of merchandise for us.” 

As an example of the kind of sales 
that can be made from such displays. 
Mr. Engebos said that farmers have 
bought from five to 20 milk cans 
merely because they saw the exterior 
display. In some instances, creamery 
owners have spotted the cans and 
bought from 75 to 125 at one time 
when the firm had that many in 
stock. 

Mr. Engebos owns land on both 
sides and in back of his present 
building, which gives him ample 
space for future expansion. It also 
provides space for additional outside 
display of farm equipment. 

The interior of the building was 
constructed with a showroom across 








the entire front area and about 40 ft. 


A glimpse of this paint department gives an idea of the store’s neatness. 




















deep. The remainder of the building 
space is devoted to a sheet metal 
shop. an appliance repair shop and 
a warehouse area. 

The showroom walls are painted a 
light color which reflects a great 
amount of light, streaming in 
through the wide display windows. A 
section of the wall shelving is de- 
voted to a neat, attractive paint de- 
partment. 

The sheet metal division is a very 
profitable department of the firm. In 
the 11 years that Mr. Engebos has 
been in business, his company has 
handled over 2000 furnace jobs of 
various sorts. He sells and installs 
several different types of furnaces in 
a wide area, sometimes taking jobs 
50 and 75 miles away from his place 


of business. 


Private Investments 


7ENTURESOME economic under- 
takings are part of the American 
heritage. Assuming a normal tendency 
on the part of the individual to invest, 
any number of things might operate to 
discourage this natural inclination. Im- 
portant among these is the attitude of 
government toward private enterprise. 
In the last analysis continuer prosperity 
can be achieved only if government 
policies encourage the investment of 
private capital, and through that the 
release of the creative energy of the 
individual. 
Committee on Postwar Tax Policy 
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View of the sporting arms and ammunition section from the film, “The Swing to 
Sports,” exhibited by Remington Arms Co., Promotion Division, Bridgeport, Conn. 
Blueprints for constructing this setup are available from the company. 


Remington to Furnish Blueprints 
For Sporting Arms, Ammunition Display 


ECAUSE of keen interest of hard- 

ware dealers in the sporting goods 
display section in the merchandising 
film “The Swing to Sports,” the Pro- 
motion Division, Remingtan Arms Co., 
Inc., Bridgeport, Conn., will provide 
blueprints for constructing displays 
used in the presentation. The display 
is inexpensive and easily built. 

“There is no easier way to increase 
sales than through the medium of out- 
standing product displays arranged in 
such manner as to emphasize the eye- 
appeal of the article offered,” says J. J. 
Callahan, manager, promotion division, 
Remington Arms Co., Inc., “window. 
floor, counter or shelf displays which 
instantly attract the passer-by and 
cause him to pause are sure-fire busi- 
ness getters which make for a quick 


turnover and repeat customers. The 


store which becomes well known for its 


attractive displays is the one which be- 


comes the leader in its field in any 
community. This is particularly true 
in regard to sporting arms and ammu- 
nition. 

“In this new arrangement 13 guns fit 
into a 48-in. wall space. Actually in 
the picture, 26 guns are shown in an 
8-ft. wall space. While the idea was 
originally designed for the latest ‘step- 
up’ fixture, the arrangement is adapta- 
ble to most fixtures.” 

Many hardware dealers have fixtures 
which provide either one or two 30-in. 
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sections for gun display with glass 
shelves for smaller items in the center 
spot. These 30-in. sections can be re- 
vamped, at very little cost, to the new 
arrangement and will accommodate 
eight guns in each 30-in. section. 

In the new arrangement the guns are 
placed at a new interesting angle which 
invites the prospective customer to 
handle them. Top and side of the 
pieces are in full view, allowing the 
display of extra equipment such as 
scopes and special sights. A place is 
provided for the model number and 
price of each gun. 


Lack of Control 
Over Taxes 


ACK of centralized control ove! 

many revenues and expenditures 
has promoted needless complications 
in state financing. Earmarked taxes. 
fees. and continuing commitments may 
be so extensive that the funds available 
for legislative appropriations are re- 
latively small. In some states less than 
one-fourth of all revenues are subject 
to appropriation by the legislature. 
When a state’s fiscal program is thus 
handicapped, opportunities for effective 
use of state funds are limited. Central- 
ized control of state revenues and ex- 
penditures is essential to sound fiscal 
administration. 

Tax Foundation 


LCHEK 


UTILITY PLIERS 
woul say tu 
vteck loug 


* ALLOY STEEL FORGED 


ADJUSTABLE IN SIZE 

—SEVEN DIFFERENT 
POSITIONS — 
COVERS A 
WIDE RANGE 


Surpeiaiealeae iat these 

Vichek utility pliers move. 
® . 

The item has scores of tises 

in the garage and around 

the home. «¢ - 


A good item for-volume 
building. This plus a satis- 
factory markup make it 
very profitable to handle. 


ue VLCHER 


3001 EAST 87TH STREET 
CLEVELAND Ee OHIO 














A NEAT. well stocked 


gift and housewares department is 
the best traffic builder and one of the 
best volume builders at Home Makers 
Service Hardware & Appliance of 
Madison, Wis., according to F. L. 
Balthazor, 
This section occupies shelves along 
the left side of the store, extending 
almost to the back. Glass shelving is 
used throughout the entire area. The 
walls have a dark background and 
are lighted indirectly which tends to 
display the merchandise to the best 


owner of the business. 


advantage. 

Two women employees keep the 
department looking spic and span at 
all times for Mr. Balthazor stresses 
the fact that cleanliness is very im- 
portant in making it attractive. 

The staff of the store is trained to 
help the housewife select the gift or 


Gift Department Builds Up Traffic 
For the Entire Store 


housewares item she wants. The sales- 
women are asked by housewives to 
suggest suitable items for different 
occasions and their suggestions have 
been responsible for many of the 
sales. The store staff 


browsing in the department and finds 


encourages 


that purchases have been by shoppers 
who “just came in to look.” Certain 
customers like to visit the gift section 
regularly and inspect the new items 
in this line. 


Attracts the Customers 


“Our gift and housewares depart- 
ment is an excellent traffic builder,” 


states Mr. Balthazor. “We are going 


to continue to devote most of one 
side of the store to the line as well 
as a display table or two at the cen- 
ter. Women are going to buy a lot of 
appliances and other items and we 
want to get as many of them into the 
store as possible.” 

Indicative of the way gift, house- 
wares and other first floor hardware 
items are selling, Mr. Balthazor re- 
ported that January sales, exclusive 
of appliance sales, were 62 per cent 
over 1945. February sales were 110 
per cent over the corresponding 
month of 1945 and March sales were 
140 per cent over March, 1945. 


Neat and well stocked section helps 
attract business to the Home Makers 
Service Hardware & Appliance Store 


The glass shelves used throughout the department have indirect lighting 
which serves to heighten the attractive effect of the items displayed. 
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T AT THE SHOWS... suc cAST-SELLING 


teheat 


REGULATOR 


set ! 


that will bring you 


RETAIL 
PRICE 


6” Model 
7” Model $5.95 





Coal and wood stove owners everywhere — ia 
are buying the patented CHICAGO sULY as 
RITEHEAT for AUTOMATIC HEAT american meg 


_.. space > 


Plan now to visit the Riteheat exhibit at the shows 

. . watch a demonstration of the Riteheat Regula- 
tor. Note its patented and exclusive features. See 
for yourself why Riteheat is such a fast selling 
specialty that one distributor sold 6 carloads in 
four months. RITEHEAT REGULATOR DIVI- 
SION OF CALORIC STOVE CORPORATION, 
WIDENER BUILDING, PHILADELPHIA 7, PA. 


why every coal and wood 
stove owner wants a RITEYEgT | — 


‘ \ 
' = LY 29 
Automatic room temperature control, 55° to 95°. Not JU 
just another damper control. LOS ANGELES AUG. 3 
Saves up to 25% of fuel. Pays for itself in one season Los Angeles Furaiture Mart 
at a t me when coal is scarce and expensive. ” 
SPACE 37, 4™ FLOOR 


Carries fire longer. Continual stove stoking unnec- 


essary. HA 
Prolongs stove life. Helps prevent grates from burn- ' K 
F ite mis 








ing out. 


No danger of fire due to overheated stove. } 7 
/ SAN FRANCISCO vc. 510 


Equally efficient on stoves now in service as well as 


new models. West 

ern Merc i 
Packed in individual cartons. Ready for installation handise Mart 
by consumer. No complicated adjustments, simply set oe SPACE 408.-A 
dial for constant automatic heat at the temperature 
wanted. 


SM NN AW DB W AN ~w 


Immediate delivery everywhere. 





JULY 4, 1946 








Show Lawn and Garden Goods, Tool Boxes 
And Wash Boilers in August Windows 
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Keep Your Lawn 
7 AND GARDEN \ 


in CONDITION 












LAWN AND 
GARDEN GOODS 
WINDOW 


MERCHANDISE: Power mow- 
ers, hand lawn mowers, gar- 
den hose, hose reels, sprin- 
klers, nozzles, hose couplings. 
washers, plant food, grass 
seed, spray material, spray- 
ers, flower bed border, lawn 
brooms, grass shears. 


BACKGROUND: Center panel 
light green corrugated board 
or wallboard painted. Side 
panels dark green material. 
Cut-out letters of bright red 
material. 




























WASH BOILER 
WINDOW 
MERCHANDISE: Galvanized 








wash boilers, copper wash 
boilers. 
TOOL BOX 
WINDOW 





MERCHANDISE: Tool boxes 
of various sizes and types. 


BACKGROUND: Center pan- 
els light grey corrugated ma- 
terial or wallboard painted. 
Side strips dark maroon. Cut- 
out letters dark maroon mate- 
rial. 





























WASH 





GALVANIZED AND 
SOLID COPPER 


BOILER 


XN 








J ALL COPPER 


£ \ 
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GOVERNMENT-OWNED SURPLUS 


RINGS, LOOPS, SNAPS, 
HALTER SQUARES 




















36 DIFFERENT TYPES AND SIZES 


Here is a chance for manufacturers to get back 
into the production of items that have been cur- 
tailed by the unavailability of hardware accessories 
. . - an opportunity for distributors and retailers 
to offer customers merchandise that has been un- 
obtainable for years and is still in short supply. 


BRASS, BRONZE, 
LOOPS 


Slide .. . 2"... . brass with black nickel finish, bronze 
finish. 
Strap... 34" . . brass wire, steel wire ... 


enamel finish, bronze finish. 
RINGS 
. D steel . . . black finish. 
... bronze. 


1", Qn 


SNAPS 
. . steel with brass roller bar in loop. 
. iron bronze finish with roller. 
. iron bronze finish, brass roller and loop eye. 
HALTER SQUARES 


14" x 13%"... bronze. 


Manufactured when superior metals were avail- 
able, these durable, well-made World War I 
buckles and accessories are unused and in good 
condition . . . are available in sufficient supply to 
meet volume production and sales requirements. . . 
are offered at considerably less than standard prices. 


NICKEL AND STEEL 


BUCKLES 


Center Bar... 
14" to 134" sizes . . . bronze, bronze-finished, 
with black nickel finish, brass-plated iron. 


brass 


Barrel Roller . . 

14"to1l4"sizes . . . bronze, brass with black nickel 
finish, black japanned, steel japanned. 

Tongueless Bar... 

5." to 2" sizes . . . bronze with black nickel finish, 
brass with black enameled finish. 


Loop Buckle... 


1"... black nickel finish, enameled zinc tongueless. 


Strap Buckle... 


1"... olive drab steel. 


End Buckle... 


1"... bronze-finished brass . . . for web strap. 


TO INSPECT this merchandise or to obtain folder giving detailed 
descriptions and prices contact the regional office of the War Assets 
Administration that serves the territory in which you are located. 


WAR ASSETS ADMINISTRATION 


Cleveland - Dallas - Denver 
Los Angeles ~- Louisville 
Omaha - Philadelphia 
Seattle - Spokane 


Boston - Charlotte - Chicago 
Kansas City, Mo. Little Rock 
New Orleans + New York Oklahoma City - 
St. Louis Salt Lake City San Antonio San Francisco 
Cincinnati + Fort Worth 


Offices located at: Atlanta - Birmingham 
Detroit Helena - Houst - Jack 
Minneapolis Nashville 
Portland, Ore. 


ville 





Richmond - 
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66 OOBY TRAPS” were very 
effective implements of war- 


fare in World War II. They 
were innocent looking devices capa- 
ble of doing great damage when dis- 
turbed. Hardware stores are full of 
“booby traps” for the innocent cus- 
tomer unless both employees and the 
owners take proper precautions at all 
times. 
Check your store for “booby traps” 
and take steps to eliminate them. 


Keep Stairways Clean 


Stairways seem to become cluttered 
quickly and before long the customers 
and employees are climbing around 
and over items which should be taken 
to stock rooms but never seem to get 
to their final: destination. Cluttered 
stairs are dangerous. It is very easy 
to stumble and fall on them. The con- 
sequences can be serious, so eliminate 
these hazards by taking the merchan- 
dise to the stock room at once in 
place of accumulating it on or near 
the stairways. 


Remove Containers 


Crates, boxes, and other packing 
materials are innocent “booby traps” 
for customers and employees alike. 
Clothing can be torn on these objects 
or a person can be scratched or cut 
on the sharp edges. Remove these 
articles to the scrap pile as soon as 
the goods are unpacked. Do not 
leave them in any part of the store 
where customers can come in contact 
with them. Box lids with nails in 
them are very dangerous and the lids 
always seem to come to rest with the 
nails exposed. 

Broken table dividers are danger- 
ous to everyone. It is better to re- 
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Booby Traps 


Part | 


move the broken glass strips and re- 
place them with wood if bulb edge 
glass is not available. Plate glass 
strips are available from most glass 
companies. However, be sure to have 
the edges of these strips ground. 

; 


Insecure Displays 


Another type of “booby trap” 
often found in the hardware store is 
carelessly displayed merchandise. 
Goods are frequently stocked too high 
or piled insecurely. When this hap- 
pens, accidents are invited and mer- 
chandise is likely to be damaged or 





couraged to handle goods and to in- 
spect displays. Arrange these pres- 
entations so that they are foolproof. 
Customers are always embarrassed 
when a display collapses and often 
curtail their shopping in the store 
when this happens. 


Keep Checking Up 


Check your store for “booby traps” 
and eliminate them. This is a job 
which should be in the mind of every 
employee all the time. Other booby 
traps will be discussed in Part II of 
this subject which will appear in the 


destroyed. Customers are to be en- \ugust 1 issue of HARDWARE AGE. 
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Test Your Hardware Sense! 


Grade yourself in the following manner to see how good you are. 
Each question correctly answered is worth 20 points. A grade of 
100 is very good; 80 is good; 60 is fair; 40 is poor; and 20 is very 
poor. The correct answers to these questions will be found on page 
132. 


Work the problem first—then substitute the figures 

of your own business for those in the problem. 
1—A dealer receives notice of a 10 per cent price increase in an 
item that formerly cost him $1. New cost, therefore, is $1.10. He sold 
item for $1.50 previously and is permitted to add the actual in- 
creased cost of 10 cents to the selling price in figuring a new retail 
price. Figure the margin on the new cost and sell. 
2—An employee received a weekly salary of $45. He claims four 
withholding exemptions. Determine his net pay. 


3—In about what proportion should arsenate of lead be mixed to 
secure an effective wet spray? 

4—Can you give the number of carriage bolts in standard packages 
of the following sizes: (a) 14 x 6; (b) 34 x 6; (c) % x 7%; (d) 
Vy x 1014; (e) % x 414? 

5—Dealer sells a food mixer for $28.50 on installment contract. 
Down payment is 1/3 of sale price. Listing charge $1.50. Interest 
rate 6 per cent of unpaid balance. Balance to be paid in 10 install- 
ments. Figure the monthly payment. 


(Answers on page 132) 
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Builders’ Hardware Training 


And the G.I. Bill of Rights 


(Continued from page 43) 


concentrate on his chosen vocation. 
Under competent department man- 
ager direction his second year should 
follow these general lines: Keying 
work and door closer repairs; check- 
ing invoices for proper pricing; wait- 
ing on trade; double checking out- 
going orders and contracts; main- 
taining sample room in proper or- 
der; blueprint reading estimates and 
detailing on simple residence work. 

At the end of his second year can- 
didate should have completely mas- 
tered the Intermediate Course of 
“Taking the Mystery Out of Build- 
er’s Hardware,” Chapters 13 to 32 in- 
clusive. 


Third Year 


Candidates now should be ready to 
assume more responsibilities in the 
department but still under super- 
visors such as: Handle service calls 
on contracts; assist contractor or 
carpenter at job on hardware instal- 
lation problem; solicit contractors 


for business from firm on simpler 
jobs; cost contracts; detail schedules 
and factory orders; blueprint read- 
ing on medium-sized building such 
as larger residences, schools, store 
building, etc. 

By the end of the third year can- 
didate should have mastered the Ad- 
vanced Course of “Taking the 
Mystery Out of Builders’ Hardware,” 
Chapters 33 to 60 inclusive. 


Fourth Year 


The final year of the candidate’s 
training is perhaps the most vital of 
all not only should he continue under 
the supervision of his department 
manager but also receive much train- 
ing from the business top manage- 
ment this final training period should 
comprise: Cost accounting; profit 
study; blueprint reading; estimating; 
servicing largest buildings such as 
hospital, office buildings, hotels, etc. ; 


architectual calls; specification writ- 
ing; sales technique; company poli- 
cies; buying; departmental opera- 
tion. 


At the end of the fourth year the 
candidate should be fully qualified to 
handle any type of work assume full 
status among the architects and con- 
tractors. At this time he should be 
ready to take an examination for ac- 
ceptance as a member of the Society 
of Architectural Hardware Consult- 
ants. 

The opportunity and the procedure 
has been outlined. In closing let me 
repeat the reward is there for those 
who have the intestinal fortitude, in 
plainer words the “guts” to achieve 
the goal. Never before, and prob- 
ably never again has the ex-service 
man so exceptional an opportunity 
as right now for the five reasons ex- 
plained in this article. 

The four years outlined may be 
shortened by intensive study and 
longer hours of work but for general 
practice to gain the goal of a full 
fledged architectual consultant, four 
years is not too much. 











profitable basic hardware line. 








This 220 page, fully illustrated book is the only up-to-date and 
complete volume ever published on all phases of this important and 


__ The deluxe cloth-bound edition, originally priced at $3 per copy 
has recently been reduced to only $1.50 per copy, and a new card- 
board-bound edition is now available at only $1 per copy. 


MAIL THIS COUPON TODAY 
Hardware Age, !00 E. 42nd St., N. Y. 17, N. Y. Send: 


Cloth-bound copies of “Taking the Mystery Out Of Builders’ Hardware” 
@ $1.50 per copy in the U. S. (Canada and Foreign Countries—$2.00). 


Cardboard-bound copies of “Taking the Mystery Out Of Builders’ Hard- 
ware” @ $! per copy in the U.S. (Canada and Foreign Countries—$!.50). 


Name Firm 


The Only Complete Text Book on 
BUILDERS’ HARDWARE 


Excellent as a G-I Job Training Manual 
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Order your copy now! 
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PREPARE TO 
CAPITALIZE ON 
THE HUGE POST-WAR 
BUILDING BOOM! 
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WARD TO DIRECT SALES 
FOR NOMA DIVISIONS 


Joseph Hi. Ward, 
vice-president of Noma Electric 


| in San Francisco, was purchased | 


“Mac” Witten Made Editor _| is 192% vy" Cattes"t*ssitier soa 


| moved to Irvington. executive 


SALES ORGANIZATION 


Of Har dwar e Age July 1 | GLIDDEN DIVISION FORMS 





WITTEN 


“MAC” 
Effective July 1, 
(“Mac”) 
of Harnpware Ace. For the past 


1946, J. McD. | 
Witten becomes editor 


has been 
lation manager of this publica- 
tion and previously for 10 years 
its senior associate editor, first 
in Chicago and later in New 
York at headquarters. 

“Mac” Witten has a rich back- 
ground for his new responsibili- 
ties, having been literally brought 
up in the retail hardware busi- 
ness founded by his father, the 
late Tom N. Witten, Sr., who or- 


three years he 


ganized the Witten Hardware 
Co., Inc., Trenton, Mo., many 
years ago. Both “Mac” and his 


father served as past presidents 
of the Western Retail Hardware 
and Implement Association 
both have been prominent in re- 
and have 
participated in 
many hardware _ conventions 
throughout the country. 


tail hardware circles 


attended and 








UTILITY APPLIANCE 
BUYS TWO STOVE FIRMS 


Utility Appliance Corp., 4851 


S. Alameda, Los Angeles, manu- 


facturer of evaporative air cool- 
ers, fans, blowers and gas-fired 


heating equipment, has an- 


nounced the purchase of Gaffers | 


& Sattler, Los Angeles, and Occi- 
dental Stove Co., 
The newly acquired plants will 


Irvington, Cal. 


be operated as divisions of Utility 


Appliance Corp., with existing 
production and sales organiza- 
tions. 

Executive and administrative 


operation will be consolidated in 
the Utility organization, but each 
division will continue to produce 
former products, under existing 
brands. Engineering facilities 
will be strengthened by consoli- 
dation of the three organizations, 
and the sales promotion of the 
combined companies will be com- 
bined into broader and more ag 
gressive campaigns. 

Ben B. Breslow continues as 
president of Utility Appliance 
Corp., and Maurice Breslow a> 
vice-president. George A. Sattler 
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joins the board of directors, 
which also includes H. A. Gold- 
man, Utility treasurer, Bernard 
Harris, secretary of the company, 
Leo Hungerford and Henry M. 
Bateman. 

Gaffers & Sattler is in its 20th 
year, manufacturing and market- 


circu: | 


and | 








ing gas ranges throughout Cali- | 


fornia. Occidental Stove Co., 


| originally founded 75 years ago 


| 


ee 
ager for the Chemical & Pigment 
Co., Oakland, Cal., a division of 
the Glidden Co., has announced 
the formation of a new West 
Coast sales organization. 

Headquarters of the Glidden 
division and the new sales office 
are located at 766 50th Ave.. 
Oakland. Sales offices and repre- 
sentation have been established 
in major West Coast cities. 

These new representatives are: 
William Ellis, San Francisco East 
Bay area; Raymond Wilkins, Los 
the Mount & Alsop Co., 

Dorothy B. Smith, 
and the Harrison & 
Co.. Vancouver. 


Angeles; 
Portland; 
Seattle: 
Crossfield 


EATON MFG. CO. BUILDS 
NEW HEADQUARTERS 
The Eaton Mfg. Co. is erecting 

a new office building in down- 
town Massillon, Ohio, to house 
personnel employed in the ad- 
ministrative, advertising, employ- 
ment, cost, engineering and pur- 
chasing departments. 

This new building is the first 
ef a series of contemplated ex- 
pansions to provide facilities for 
the division’s increased activities 
in the production of lock wash- 
ers, snap and retainer rings, and 
cold drawn wire. 








Trade Golf Tourney at French Lick, 
Sept. 9-11, Promises to be Biggest Yet 


Early reservations for the 20th | divided between manufacturers 


Hardware Golf Association Tour- 
and ll, at 


ney, Sept. 9, 10 

French Lick Springs Hotel, 
French Lick, Ind., indicate that 
attendance will unquestionably | 
exceed that of the 1944 tourney, 
when more than 300 were 
present. 


A. J. Eggleston, secretary-trea- 
surer of the association, 311 W. 
Lake St., Chicago 6, reports that 


reservations are about equally 


Engelsman, sales man- 


| facturers’ 


Corp., 55 W. 13th St., New York 





JOSEPH 


H. WARD 


City 11, has been assigned new 
responsibilities as sales directoi 
and supervisory officer for six 
divisions and ten subsidiaries in 
the toy, doll, decorative lighting 
and allied fields. 

In announcing the executive's 
increased duties Henri Sadacca. 
Noma president, pointed out that 
Mr. Ward has been with the 
Noma organization for the past 
19 years, having been made 
vice-president in 1938 and execu- 
tive vice-president in 1945. 


W. S. MANCHESTER CO. 
IN NEW QUARTERS 


W. S. Manchester Co., manu- 
agents, formerly lo 
cated at 32 Amherst Rd., Waban 
Mass., recently moved into new 
quarters in the United Drug 
Bidg., 43 Leon St., Boston 15. 








and their jobbers. 
Only members of hardware 
wholesalers, mill supply distrib- 
utors and hardware manufac- 
turer associations are eligible to 
attend. Mr. Eggleston suggests 
that registrations and _ registra- 
tion fees be mailed to him as 
early as possible. 
Room _ reservations 
made direct with the 


should be 
French | 


| Lick Springs Hotel. 


Mass. 


SCHICK PROMOTES COOKE 
TO CHICAGO SALES 


Ralph Cooke. supervisor of the 
Detroit sales territory of Schick 
Inc., has been appointed super- 
visor of the Chicago sales terri 
tory. Mr. Cooke has worked 
closely with dealers and distribu- 
tors in the electrical appliance 
field for the past 10 years. 
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_ Charles A. Gage Succeeds W. C. Gibson The new management, content CALORIC NAMES ERNST 
plates further development of the AS S.E. SALES MGR. 
tive As Gen. Mgr. of Belknap Hdwe. & Mfg. Co, | ven’ Morse line of aril. Cgloric Gas Stove Works, 720 
stric | reamers, cutters, taps, dies and | Widener Bldg., Philadelphia 7. 
fork company 46 years, and who | special tools, has appointed L. H. Ernst, as 
trained him for his new iat 
| C. R. Bottorff, president of the ALLIED SALES CO. 
| firm, credits Mr. Gibson’s inven- BUILDING WAREHOUSE 
tive ideas for the efficient and The Allied Sales Co., 34 Jones 
effective operation of the com-| St., Newark 3, N. J., hardware 
| pany. electrical and appliance jobbers. | 
Mr. Gage joined the company | and New Jersey distributors for 
in March 1922 as an order clerk. | Automatic radios, is expanding 
In 1925 he was appointed assis-| its lines and building a new 
tant superintendent, became a di- | warehouse at the rear of its | 
| rector of the company in 1930. | building. The firm reports it has | 
| and was made superintendent in | eight salesmen covering New | 
1935. Jersey, and is interested in con- 
C. C. Bassett will succeed Mr. | tacting manufacturers seeking | 
Gibson in engineering work, and | distribution in that state. 
Bersot G. Wilhoyte will succeed —— 
Mr. Gage as superintendent. C.E. WOOD, ATKINS & CO. | 
Announcement was also made | HONORED BY CONGRESS 
CHARLES ALLEN GAGE ” bom moe peotrrn ym Cyrus E. Wood, personnel di- | 
o artin Stocker, assistant hbuy- waitin ae & a n 
| er, after 48 years with the frm; | {Sy manufacturers, 402 & Tllinoi a. ERNOT 
Charles Allen Gage has been) Henry-Knadler, shipping depatt- St.. Indis ie el teen foe : 
= appointed vice-president and gen- | ment manager, after 45 years, ne a ne Da ere southeastern district sales mati 
‘tor ; ? awarded a Certificate of Merit by : ‘ 
° eral manager of Belknap Hard- | and John Irwin, manager of the Waa: 4 saaaalial f his | 28e with headquarters in Win 
= > & Mfg. Co., 111 E. Main} harness stock department, after 03 hae agen tee ston-Salem, N. C. 
in ag a = ge ca P es outstanding work as a member of a geil Se 
: St., Louisville 2, Ky., large whole- | 38 years. he hdetuets Cimon ab the Mr. Ernst comes to Calori: 
_ sale firm. The entire board of directors | cclective ‘Wieden Syst et of the | from the American Gas Machine 
| Mr. Gage succeeds William C.| was reelected at a stockholders’ i f Saitene ee Co., Albert Lea, Minn. For the 
wt Gibson, who has been with the | meeting. For ysis Somah a last seven years he was eastern 
hat ernment appointed a man _ to division sales “eee for that 
he . . ° serve as re-employment commit. | ©O™P4PY- During the war years 
13 Morse Twist Drill & Machine Co. teeman to work in connection he handled all of that company’s 
gs 4 with the Board’s secretary in| Sales to the Army, Navy, Mari- 
& To Continue Under New Management | *\.0in. returned veterans in the’. ane emeaeiien ai ie: Sete 
The Van Norman Co., machine | tive charge of the operations of former jobs with — i 
tool manufacturers, 3600 Main| the Morse organization, began ee a ~ dig a0 caps 
. St., Springfield 7, Mass., has pur- | his business career in 1915 as | ©X!'@Mt On the veterans return, | : 
chased substantially all of ‘i superintendent of the Russell | ' help him find other suitable | W. A. NIXON ORGANIZES 
a. outstanding stock of the Morse | Motor Car Co., Toronto, and con- employment. OWN SALES COMPANY 
lo Twist Drill & Machine Co., New | tinued there until he entered the William A. Nixon, who for the 
- Bedford, Mass. Army as an officer in 1918. past 20 years has represented the 
wey James Y. Scott, president of | After World War I he was suc- Birtman Electric Co., Chicago. 
si the Van Norman Co., in reveal-| cessively assistant factory man- manufacturers of Bee-Vac Wash- 
i< ing the transaction, announced | ager of the John Russell Cutiery ing machines and vacuum elean 
that Morse Twist Drill & Ma-| Co., Turners Falls, Mass.; the ers, has formed his own manu- 
chine Co. will be operated as a| president and treasurer of the facturers’ representative agency, 
E separate corporation, and will re-| New York Mica Mfg. Co., and | at 116 Coolidge St., Irvington 11, 
main in New Bedford. then director of sales of the | N. J. He will continue to repre- 
Officers of the new manage- | Indian Motorcycle Co., Spring- | sent the Bee-Vac firm in New 
he ment are as follows: Mr. Scott, | field, Mass. York. New Jersey, Pennsylvania, 
k president; James A. Wright, vice- From there he went to the Van | Baltimore and Washington. 
= president and general manager: | Norman Co. in 1944, as assistant He will cover the same terri- 
n E. C. Adams, vice-president ani | to the president.. During World | | tory for Hil-Lor Mfg. Co.. manu- 
ed assistant general manager: M. J. | War II he served as assistant to | | facturers of “Comfort-Air” hu- 
= Rainey, general sales manager. | the director of the Machine Tool | midifiers. and Florence Products 
_ and L. H. Stanton, treasurer. | Section of the WPB in Wash- | Co.. manufacturers of “Toddelite” 
Mr. Wright, who will have ac- | ington. CYRUS E. WOOD night lamps. both of Chicago. 
E 95 
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MAJESTIC RECORDS, INC. 
NAMES SALES MGR. 


Lionel L. Suritz has been 
named as record sales manager 
for Majestic Records, Inc., St. 
Charles, Ill. 

Mr. Suritz has spent the last 
several months analyzing record 
markets and studying distrib 
utors’ problems as they relate to 
record merchandising. He will 
have his headquarters in New 
York but will spend much of his 
time in the field, assisting dis 
tributors with merchandising 
plans and directing field opera- 
tions in general. 


MUNRO SALES APPOINTS HIBBARD, SPENCER & BARTLETT CO. EXECUTIVES turned out en masse for their 
VAUGHAN TO CHICAGO first product training meeting on Proctor appliances. Management of the Chicago whole- 


sale firm believes in “training down” through its organization to the ultimate retailer. 


In line with its current sales The Proctor story will be told to all of its salesmen by the divisional sales managers and 
expansion program, Munro Sales, each salesman in turn will instruct his retailers. 
Inc., 751 State St., Utica, N. Y.. Listening to T. J. Kenna, Proctor’s Chicago district manager, as he introduces the ““Never- 


Lift’’ iron are: F. B. Kaufman, president, Hibbard, Spencer & Bartlett Co.; C. J. Whipple, 
Jr., department store sales head; F. J. Walters, assistant buyer; W. E. Trittipo, Proctor 
regional sales manager; Frank S. McGanon, divisional sales maager, Hibbard, Spencer 
| & Bartlett; E. C. Gericke, buyer; C. E. Roller, city sales manager; L. E. Rupay, divisional 


has appointed S. A. Vaughan to 
its Chicago sales staff. Mr. 
Vaughan will be under the direct 


Spee of Ralph West, vaee sales manager; A. J. Kwitek, vice-president in charge of purchases, and H. S. Perkins, 
president in charge of Midwest-| Proctor assistant general sales manager. 
ern sales. 





Recently discharged after 41] 
months in the Navy, Mr. Vaughan | 


will cover Wisconsin, Minnesota,| at St. Albans, Illinois Prep) LENNAN LIGHTS OPENS W. Randolph St. Wallace H. 





North and South Dakota, Iowa,| School, and later on with the CHICAGO OFFICE Johnson, a native Chicagoan, is 
Nebraska, Kansas and Missouri,} Purdue Boilermakers Eleven. Lennan Lights, Inc., Burbank, | in charge. 
for the sporting goods firm. “Red” knows the sporting goods | (al., manufacturers of the water- This office will serve wholesale 


Well-known in Midwest and| field, and this knowledge will proof “Rub-R-Lite” flashlights | distributors throughout the Mid- 
Big Ten athletic circles, “Red”| enable him to be of real service | and other portable lights, has| west. A New York office serves 
starred in football and baseball} to the buyers in his territory. opened a Chicago office at 549| the Atlantic Seaboard. 











HARDWARE SQUARE CLUB HONORS RALPH S. ALLEN AT TESTIMONIAL DINNER: In recognition of 14 years of 
constant service to the Hardware Square Club as an officer, Ralph S. Allen, Diamond Expansion Bolt Co., was honored with 
a testimonial dinner, attended by more than 100 club members and guests at Whyte’s Restaurant, 145 Fulton St., New 
York City, June 18. A past president of the club he recently retired as its secretary in which capacity he was active for more 
than 13 years, during which time he has also directed the group's increasingly successful annual shore dinner. In addition to 
friendly salutes from officers of the Square Club and other hardware organizations he was the recipient of numerous wires 
and letters and of some plain and fancy ribbing from the speakers. He received a traveling bag for himself and one for Mrs. 
Allen. Fred A. Demarest, Biddle Purchasing Co., chaplain of the club, was chairman of the committee and delivered the invo- 
cation. Speakers included: Irving J. Feldman, Keystone Bolt & Nut Co., president of the club; Mr. Demarest; Thomas 
Crofton, H. B. Sherman Mfg. Co., for the Hardware Boosters, and Fred A. Scholl, Long Island Hardware Co., Long Island City, 
for the club. Assisting Mr. Demarest, on the committee were: Mr. Scholl; Harry W. Kornrumph, Long Island Hardware Co.: 
S. H. Atkinson, R. J. Atkinson, Inc.; August C. Flamman, Hughes, Flamman & Simpson, and Le Roy B. Fowler, Franklin 
Hardware Co. Inset, left to right: Messrs. Feldman, Allen and Demarest. 
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ir RALPH O. AMSDEN, JR. 
“i 
r. 
d RELIANCE DIVISION 
" APPOINTS VETERANS 
e, H. F. McGinn, vice-president 
yr of Eaton Mfg. Co. and general 
Yr manager of the Eaton Reliance 
. Div., at Massillon, Ohio, has an- 
H. 
, is 
ale 
lid- 
ves 
JOHN 8S. KERR 
nounced the addition of three 
new men to the division’s sales 
department. 
Ralph O. Amsden, Jr., 
f 
h 
A 
e 
°) 
s 
. 
q 
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JOHN L. KNOTT 
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| finishes manager. 


BUTLER BROS. 


| home 
; includes 
| furniture and floor coverings. 


; have headquarters at the com- 
| pany’s Detroit office. 
John S. Kerr will be located 


at the company’s Cleveland office. 


John L. Knott, prior to the war 
a sales representative for the 
Miller Lock Co., will have head- 


quarters at the Eaton New York 
office. 
All 
charged 
service overseas. 


dis- 
saw 


recently 
and all 


three 
veterans 


are 





JOHNSON’S WAX SHIFTS 
SALES PERSONNEL 


Increased responsibilities for 
| R. W. Carlson, sales manager, 
highlighted a series of shifts 
made recently in the sales divi- 
sion of S. C. Johnson & Son, Inc., 
| wax manufacturers, Racine, Wis. 
Mr. Carlson was made a member 
of the firm’s management com- 
| mittee and is now in charge of 
| al sales and merchandising ac- 
| tivity. 

A. O. Fisher was moved from 
Cleveland to Racine to become 
| field sales manager. His former 

North Central re- 


| position as 


| gional manager was filled by the 


appointment of R. W. Griffith, 
Chicago, formerly Pittsburgh dis- 
trict manager. 

J. B. Carse was named product 
He joined the 
organization in January as indus- 
trial sales promotion manager. 

Walter L. Snead was named 
manager of the household prod- 
ucts dept. He joined Johnson’s 
after having spent 43 months in 


| the Navy. 


Robert F. Vance was upped 
from the position of advertising 
service manager to assistant ad- 
vertising manager. 


APPOINTS 
MERCHANDISE MANAGERS 
Butler Brothers, 426 W. Ran- 


will | dolph St., Chicago 6, wholesalers, 


announced the division of 
merchandising into three 


home furnishings, each to be 
headed by a group manager. 
According to M. C. Pond, vice- 
president in charge of merchan- 
this change, effective 
was made to strengthen 
expanding mer- 


dising, 
July 1, 
the company’s 


chandise program. 


W. Lyn Smith will direct the 
merchandising of soft lines, and 
Stephen O. Perry will head the 
hard lines, including all home 
and fancy goods. Charles E. 
Gunther, with Butlers since 1930. 
continue to manage the 
furnishings group which 
electrical appliances, 


will 




















































#73 


| Size 
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Look ahead 
now XS, 













Plan now for the years ahead when 






the going will be tougher . . . the selling 
more competitive. Then you'll be mighty 
glad you selected the fine, top-quality 
camittus line... the line that’s keyed 









to more rapid turnover and larger 
total profit. Then you'll really appre- 
ciate the streamlined packaging that 









simplifies your handling . . . the ag- 
gressive sales promotion and mod- 
ern display that speed your sales. 
Plan for the future as well as for 
now ... for your fine quality line, 
look to Camillus Cutlery Com- 

pany, New York 17, New York. 
























one of the oldest and largest 
manufacturers of knives in America, 


founded 70 years ago by Adolph Kastor 


io 
| CAMILLUS 


MAS THE £2 DGet 






















Grace, charm, perfection of form—these 
attributes of beauty are expressed by 
SAGER craftsmen in the fundamental 
classic lines so necessary to harmony in 
any architectural form. For virtually 
every hardware function you'll find a 
SAGER counterpart, in both traditional 
and contemporary design. Each SAGER 
product is a creative expression of 
BEAUTY moulded in metal, but 
blended, too, with the practical qual 
ities of strength, dependability, conven 
ience and ease of installation 


BETTER STYLE IN BUILDERS HARDWARE by 
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SAGER 


NORTH CHICAGO, ILLINOIS 





HOWARD L. CLARY 


E. L. FROHLICH 


H. L. Clary New Sales Manager of Norge; 


4 Regional Managers are Appointed 


fhe appoiniment of Howard 
L. Clary as general sales managet 
of the Norge division of Borg- 
Warne! Corp., 670 E. Wood- 


bridge St., Detroit. has been an- 
nounced by M. G. O’Harra. vice- 
president and director of sales. 


Mr. Clary was formerly assistant 
sales manager. 

At the same time. Mr. O'Harra 
announced the establishment of 
four new regional headquarters 
in New York, Atlanta, Chicago 
and Los Angeles, the regional 
managers to be E. L. Frohlich, 
Dean Spencer, J. H. Frohlich, 
and J. M. Tenney, respectively. 


Mr. Clary’s latest appointment | 


is one of several promotions since | 
he joined the company following | 
his resignation from the WPB | 
in Washington, a year ago. On 
July 1, 1945, he joined the com- | 
pany’s factory organization as 


regional manager, then was ele- 
vated to promotion manager and 
then to assistant sales manager. 
He has been in the appliance | 
business since 1927 and associ- | 





DEAN SPENCER 


ated with the sale of Norge prod- 
ucts since 1929, with the excep- 
tion of three years as a WPB 
executive. . 

Establishment of the new re- 
gional headquarters is part of a 





J. H. FROHLICH 


J. M. TENNEY 
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co-ordinated reorganization plan 
which will bring about a com- 
plete realignment of the com- 
pany’s previous regional organiz- 
ation. 

Under the new plan, each re- 
gional manager will be provided 


with a permanent headquarters | 








and, eventually, a complete field 
organization. To this end, the 
company is planning to assign 
to each headquarters a group of 
young, aggressive, factory-trained 
representatives, devoting their en- 
tire time to assignments with 
wholesale and retail salesmen. 








100,000 Bikes Produced Each Month 
Bicycle Trade Learns at Convention 


A portent that the bicycle in- 
dustry is entering a period of 
prosperity may be found in the 
fact that the summer convention 
of the Bicycle Institute of Amer- 
ica, held at the Edgewater Beach 
Hotel, Chicago. June 2, 3 and 
1, was attended by 450 persons, 
as compared with 145 who at- 
tended the last similar meeting 
six years ago. 

Nearly all member companies 
were represented since meetings 
were held of the Bicycle Manu 





but the matter was not discussed 
at meetings, since it is the pol- 
icy of the association to refrain 
from induling in a general anal- 
ysis of a subject of this kind. 


RUSSELL, BURDSALL 
& WARD SIMPLIFY 
PRODUCT TERMS 


{ pamphlet on its newly stand- 
ardized and simplified !astener 
Nomenclature was revenily  is- 


sued by Russell, Burdsail & Ward 


| Bolt & Nut Co., Port Chester, | 


facturers Association, the Cycle | 
Parts & Accessories Association, | 


the Cycles Jobbers Association 
and the Merchant Member 
Group. 


Bicycle manufacturers showed | 


concern about the necessity of 
having to allocate deliveries. 
However, it was reported that 
an average of 100,000 complete 
units are being shipped each 
month. This is claimed to be 
only a small percentage of the 
industry’s ability to produce, 
once materials are available as 
needed. ; 

Miss Cecile Meehan, execu- 
tive secretary of the Institute, 
outlined the activities of the as- 
sociation office, highlighting the 
promotional activities, one of 
which is the “Miss Bicycle” pro- 
motion. Harry Conover, famous 
model manager, selects from 
photographs each month a “Miss 
Bicycle.” 

With many cyclists back from 
war duty the Bicycle Institute is 
ready to award prizes for bi- 
cycle races, as in the past. Tro- 
phies and medals are available 
upon application. 

It was also announced that 
prizes are also available for 
other bicycle groups planning a 
“Bicycle Day.” Dealers in many 
communities are taking part in 
this activity, as well as newly- 
formed clubs, industrial organi- 
zations and individuals willing 
to organize riders and plan a 
program. 

H. Clyde Brokaw, president of 
the Bicycle Institute, elected at 
the annual meeting in January, 
served as chairman of the gen- 
eral meeting. 

Just prior to the meetings the 
O.P.A. issued an order authoriz- 





N. Y. Included ia th 


are Terminology and 


pamphlet 
\ bbrevia- 
tions for bolts, cap screws, ma- 


chine screws, nuts, machine 


screw nuts, rivets and plate 
washers offered by the company. 
Harry O. 


MeCully, vice-president in charge 


\ statement by 


of sales, to the company’s trade 
read in part, as follows: 

“We have long felt there was 
a real need for a_ condensed 
record of the standardization anti 
simplification of nomenclature 
used in the description of our 
product. 

“Many of us still need to be 
reminded that the old SAE 
Thread is now known as Fine 
and the USS as Coarse Thread. 
When the lack of space necessi- 
tates abbreviation we also should 
be familiar with the accepted 
form most commonly used. 

“This pamphlet lists the Termi- 
nology which describes our com- 
mercial product, as well as the 
Abbreviations which have been 
adopted for use by our Order. 
Production, Shipping, 
and Sales Departments . 
may wish to adopt the nomencla- 
ture for your use; in any event, 
we trust it may succeed in saving 
you some time and money thru 
reducing the risk of misunder- 
standing and error.” 

SILVER CREEK MAKES 

6 CARLOAD SHIPMENT 


One shipment of six carloads 
of boat carriers and utility trail- 
ers was made on June 6, by the 
Silver Creek Precision Corp., 
Silver Creek, N. Y. Other prod- 
ucts of the firm are its new elec- 
tric outboard trolling motor, 
“Silvertrol” and its S C Ball 


ing a price increase in bicycles,| Trailer Hitch Coupler. 
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Invoice | 


.- You | 


DEALERS - JOBBERS! 


_ A Guaranteed Product—Quick Sales 


Wohl Lone 


FISHING ROD HOLDER 


| 





Fishermen say, "Without exaggeration 
the best fishing buy on the market!" 

Compare the outstanding features of TROLL- 
A-LONE and you'll quickly see why it is destined 
to outsell any similar item ever offered. GIVES 


YOUR CUSTOMER MUCH MORE FOR HIS 
MONEY. 
A GREAT GIFT ITEM. Dealers report it 


extremely popular with women as_ the perfect 
inexpensive gift for sportsmen. 


4 5 LOW SELLING PRICE INSURES 
12  ouick SALES, BIG PROFITS 
40% Discount to dealers. Minimum order, 
one dozen. If your jobber is unable to 
supply you, order direct from factory. 


FEATURES THAT SELL IT ON SIGHT... 


© SCIENTIFICALLY DESIGNED, PATENTED FEATURES 

© EACH BEAUTIFULLY PACKED IN THREE-COLORED BOX 
© SWIVEL PERMITS TURNING IN ANY DIRECTION 

© ADJUSTABLE SOCKET FITS ANY HANDLE OR POLE 

© CHOICE OF GUN METAL OR CADMIUM PLATING 

© PRECISION MADE OF RUSTPROOF TEMPERED STEEL 


. 
JOBBER INQUIRIES INVITEL—IMMEDIATE DELIVERY 


ROYAL OAK INDUSTRIES INC. 


ROYAL OAK, MICHIGAN 


317 E. FIRST ST. 











UNION Cleaning R ” 


No luck hunting for Union Gun Implements | 
the last four years! 
of over-due SALES as soon as we can ship sporting 
goods again. 


Your sportsmen-customers know UNIoN Quality 
from “way back”. Now they’re looking forward 
to a still finer line of Union Cleaning Rods and 
Brushes, with quality and utility at a new high. 
We'll have them for you—along with new-feature 
items in UNION 


Roller and Ice Skates 
Fishing Tackle 


Chisels and Screwdrivers 


Hack Saw Frames 





HARDWARE COMPANY 
aw FUE ow EU 


TORRINGTON. CONN. 


NEW YORM OFFICE ISiI CHAMBERS 


So you’ve a back-log there | | 
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H.F.KOETHER MANAGING | 
APEX MID-WEST DIV. 


Herbert F. Koether has been | 
appointed manager of the Mid- | 
west Division of the Apex Elec- 
os Mfg. Co., 1070 E. 152nd | 

, Cleveland, Ohio. 

Mr. Koether who will direct | 
Apex sales and merchandising 
efforts in an ll-state area, with 
headquarters at the Merchandise 
Mart, Chicago, has spent his en- 
tire business career in the home | 
appliance industry, with the ex. | 

| 





ception of five years of wartime | 
government service | 

In September, 1941, Mr. | 
Koether went to work with the | 
American Washer and _Ironer | 
Mfrs’ Assn. in Washington. In 
1942, he joined the W.P.B. as 
priorities officer for the minerals 
division. In 1943, he joined the 
Army Air Forces, in which he 
served as a contract termination 
officer until recently. 





EUREKA WILLIAMS 
STARTS EXPANSION 


A new $600,000 expansion pro- 
gram, designed to rearrange and 
modernize plant facilities, in- 
crease production, and reduce 
| ease rod costs of heating. 
home cleaning equipment and 
other appliances, is now getting 
under way at the Eureka Wil- | 
liams Corp. factory in Blooming- | 
ton, Ill. 

New assembly lines are being | 





built, overhead conveyor systems 
installed, and new machinery 
added. 

The company’s plant at Bloom- 
ington is now producing oil 
burners, water heaters, and when 
its current program has been 
effected, will begin the manufac 


| ture of lightweight upright and 


tank-type vacuum cleaners and 
attachable tools. 

Part of the plant has already 
been equipped to produce cord- 
less electric irons. Plans for 
manufacturing a new electric 
food waste disposer also have 
been completed. 

The Detroit plant is stepping 
up output of the new Eureka 


| home cleaning systems. 





CINCINNATI TOOL CO. 
BUYS CLAMP LINE 
OF STEARNS & CO. 


The Cincinnati Tool Co., 1961 
Waverly Ave., Norwood, Cincin- 
nati 12, Ohio, manufacturers of 
clamps and other mechanics 
hand tools, has announced the 
purchase of the patterns and 
good will covering the clamp 
line formerly manufactured by 
E. C. Stearns & Co., Syracuse, 
N. Y. 

Included in the transaction 
were patterns for steel bar 
clamps and both large and small 
“C” clamps. 

The Cincinnati Tool Co. has 


| been manufacturing all types of 


clamps since 1879. 











KEYSTONERS HOSTS TO MORE THAN 200 AT NINTH 





ANNUAL PARTY—Despite heavy rain much of the day, 
76 golfers participated in the golf tournament at the Manu- 
facturere Golf and Country Club, Oreland, Pa., June 1/4, 


celebrating the ninth birthday of the Keystoners. Of the 
301 attending the banquet that evening more than 200 were 
guests. The annual soft ball game between the Keystoners 
and their guests was omitted because of the weather as were 
other sports events, an elaborate program of which had been 
arranged by the sports committee: Russell E. Hoehl, Russell, 
Burdsall & Ward Bolt & Nut Co., chairman; Robert W. 
Ingraham, The Holo-Krome Screw Corp. and Howard M. 
Easton, National Twist Drill & Tool Co. The party was 
arranged by Eric H. Federschmidt, manufacturers agent, 
others of the committee being Edward H. McKenna, North 
Bros. Mfg. Co., and Zohn J. McCann, J. H. Williams & Co. 
Golf Winners, both of Linde Air Products Co., were A. R. 
O'Neil, 72 gross, and E. B. Farwell, 71 net. Left to right: 
golf winners and officers of the club: A. R. O'Neil and E. B. 
Farwell; B. F. Butterfield, Greenfield Tap & Die Corp., 
secretary; F. W. Anderson, Precision Grinding Wheel Co., vice 
president; Joseph De Jure, manufacturers agent, president. 
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New Interests Control Witte Hardware 
Policy, Personnel Unchanged 


Control of the Witte Hard- 
ware Co., 706 N. Third St., St. 
Louis, Mo., wholesale house, has 
been purchased by Julius Cohen, 
president, Central Hardware Co., 
and St. Louis Association. 

The business of Witte Hard- 


ware Co., founded in 1849, will 
continue under its present name, 
and with no changes in policies 
or personnel, This change does 
not bring about any connection | 
between Central Hardware Co. 








and Witte Hardware Co. 








YALE WILL SHIP 
ITS SILVER SIX 
PADLOCK LINE 


The Yale & Towne Mfg. Ca. | 


Stamford, Conn., is again in 
production on its Silver Six pad- 
lock line. Production is at such 


a rate that the company has | 


scheduled Aug. 1 for shipments 
of these padlocks to arrive sim- 


ultaneously at 500 distributors, | 


throughout the country. 


Silver Six padlocks will be in | 


the new packaging as described 
and illustrated in the June 20 
issue of HARDWARE AGE, page 
150. 


GEO. D. ROPER CORP. 
APPOINTS DIV. MGRS. 


William L. Plummer, after 
completing four years of service 
with the Army Air Forces, has 
resumed his position with the 
Geo. D. Roper Corp., as South- 
ern division manager. His 20 
years with Roper qualify him to 
supervise the gas range sales for 
the eight states in his territory. 
He will have David Sharpe, Jack 
Eaton and A. F. Harris associ- 
ated with him. 

Among several Air Transport 
Command bases_ which _ ex- 
Colonel Plummer served as com- 
manding officer was Orley Field, 
in Paris, which was the greatest 
ATC base on the continent. All 
of the history-making personages 
of the European Theatre passed 





WILLIAM L. PLUMMER 
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T. H. HALL 





through this field after V-E 
Day. He was the key man in 
arranging transportation for 
Churchill during his visit to the 
United States early this year. 
T. H. Hall has been appoint- | 
ed Pacific Coast division man- | 
ager. He has been with Roper | 
for the past 26 years, all of that 
time in the Pacific Coast divi- 
sion, which comprises California, 
Oregon, Washington and Ari- 
zona. He will continue to have 
his headquarters in Los Angeles. 








A. WESTREICH CO. 
REENTERS BUSINESS 


A. Westreich Co., on June 15, 
opened its new store at 87-76 
Sutphin Blvd., Jamaica, N. Y., 
and plans to sell factory, mill 
and contractors supplies as well 
as lines for the consuming pub- 
lic. This business is a resump- 
tion of the one formerly con- 
ducted, until 1943, at 3130-36 
Fulton St., Brooklyn, N. Y. 





} 

— 
SEEKS HARDWARE LINES | 
FOR GREEK MARKET 


S. Ostrowsky, P. O. Box 56, | 
Athens, Greece, has written to | 
HarpwareE AGE stating that he | 
is anxious to make connections | 
with U. S. hardware firms desir- 
ous of representation in Greece, | 
“in order to replace the Germans | 
forever.” He refers anyone inter- | 
ested to Dun & Bradstreet for 
references. 














Buy the Brand 
Easiest to Sell. 











Because Ta-pat-co is the 
brand your customers 
know best, it’s the brand 
they want most. In select- 
ing your line of sleeping 
bags, life jackets, boat 
cushions, and other out- 
door equipment, get Ta- 
pat-co—the brand that is 
nationally advertised . . . 
best known and easiest to 
sell. 


TA-PAT-CO KAPOK PRODUCTS 


Life-Save Vests — Duck Hunters’ Life-Save 
Vests — Stay-A-Float, Patented Life Jacket 
and Swim Vest for Children—Life-Save 
Cushions — Outing Cushions—Ring Buoys 
— Boat Fenders— Camp Cushions — Camp 


Mattresses — Parkas — Sleeping Bags. 








THE AMERICAN PAD & TEXTILE CO. 


GREENFIELD Ld OHIO 
CANADIAN BRANCH a CHATHAM, ONTARIO 
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DIAMOND 


Drop forged from high 
quality tool steel through- 
out, handle as well as 
movable jaw. Scientifical- 
ly heat treated to give 
maximum wear. Handle 
unbreakable —convenient 
and durable hammer head. 
Has greater strength than 
ordinary monkey wrench 
and increased utility. 
Easy of adjustment. A 
practical all around handy 
tool. 


Has proven itself not only 
valuable to the implement 
and railroad industry, but 
a splendid tool for gen- 
eral utility. Finish, cad- 
mium plate with polished 
jaws and hammer face— 
red handle, or black plate 
with polished jaws and 
hammer face—red handle. 


Write for Catalog! 


DIAMOND CALK 
HORSESHOE CO. 


DULUTH 7, 





MONKEY 
WRENCH 








GASSTROM RETURNS 
TO EAGLE RULE 


Evald Gasstrom resumed his 
position as vice-president of the 
Eagle Rule Mfg. Corp., the post 
he has held since 1938, on June 
16, when he returned to inactive 
duty in the U. S. Naval Reserve. 
He served in the rank of lieu- 
tenant, 

During the war Mr. Gasstrom 
was assistant to the director of 
the research and development 
division of the Bureau of Ord- 
nance of the Navy Dept. in 
charge of negotiation and ad- 
ministration of all Navy Ord- 
nance research and development 
contracts and finances. 

In addition to his connection 
with the Eagle Rule Mfg. Corp. 
Mr. Gasstrom has an appoint- 
ment as a consultant to the 
Johns Hopkins University, at the 
Applied Physics Laboratory at 





EVALD GASSTROM 


Silver Springs, Md. This labora- 
tory is continuing to direct the 
activity on certain urgent Navy 
projects. 

GAS APPLIANCE MFRS. 

HONOR D. P. O’KEEFE 

D. P. O'Keefe, president of 
O’Keefe & Merritt Co., Los An- 
geles gas range manufacturers, 
was elected president of the Gas 


42nd St., New York 17, at the 
annual meeting held in Chicago, 
last month. 

The association’s other newly- 


elected officers are: First vice- | 


president, John Robertshaw, 
president of the Robertshaw 
Thermostat Co., Youngwood, 
Pa., second vice-president, Frank 
Hoenigmann, executive  vice- 
president, Florence Stove Co., 
Chicago, Ill, and _ treasurer, 
John Van Norden, secretary of 
the American Meter Co., New 
York, N. Y. 


The meeting brought together 








D. P. O'KEEFE 


chief executives of manufactur- 
ers who produce more than 90 
per cent of all the gas appliances 
and equipment manufactured. 

New gas clothes drier and 
summer and winter gas air con- 
ditioning divisions have been 
created to serve the needs of 
the many manufacturers who 
have entered this field. 


PLYMOUTH CORDAGE CoO. 
LITERATURE EXPLAINS 
ROPE CONSERVATION 
There just isn’t enough rope 

to go around, even nine months 
after V-J day, due to a fiber 
scarcity problem, and the Ply- 
mouth Cordage Co., North Ply- 
mouth, Mass., is attempting to 
extend the life of available rope 
by educational literature it has 
prepared for the use of the 
trade. 

A 14-page booklet, “The Rope 
Shortage and How to Meet It,” 
gives the complete background 
of the rope fibre shortage; shows 
on a world map the chief sources 
of abaca, sisal and hemp; ad- 
vises 15 proper ways for han- 
dling rope, and gives a chart of 
rope’ sizes and strengths. 

Available to distributors and 
dealers are the booklet; copies 
of “15 Ways to Make Rope Last 
Longer” in large size wall chart 


-opies >lymouth 
i in Ree eT form, and copies of the Plym 
Appliance Mfr | Rope Strength-Weight table. 


CAMILLUS EMPLOYEES 
VOTE AGAINST HAVING 
UNION REPRESENTATION 


Employees of the Camillus 


| Cutlery Co., Camillus, N. Y., 


voted against union represen- 
tation as bargaining agent in 
a recent election held under 
auspices of the National 
Labor Relations Board. The 
vote for “no union” was 327 
compared with 162 for repre- 
sentation by the Steel Work- 
ers Organizing Committee— 
C.1.0. 
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SOME WINDOWS 
HAVE 























She’s a dizzy-looking blonde...through windows of wavy, dis- 
torted glass. But if people look funny through bad windows, 
what chance does a good view have? 

Libbey:Owens-Ford Quality Window Glass lets you see 
everything in true perspective... because it’s clearer and flatter. 
That’s why customers prefer it and dealers recommend it. Another 
reason for this preference is its easier cutting and reduced break- 
age due to L-O-F’s longer annealing process. These advantages 
give the dealer more profit per light. 

To both customer and dealer the L-O-F label on window 
glass is assurance of quality. Libbey-Owens-Ford Glass Com- 


pany, 5476 Nicholas Building, Toledo 3, Ohio. 


L-O-F also makes plate glass, safety glass, 


fl lone fecing, Tut-Rex tempered plate sions, NOP fam 8-2-3 >> Me) 828. Fe ye): 4h) 


ful glass facing, Tuf-flex* tempered plate glass, 
Glastone*, the lightweight glass-faced masonry 


block, and other glasses. yr a Great Name mn GLASS 


*Reg. U. S. Pat. Off. 
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HANDY - HEAD 


THE HANDY ‘‘SIX-IN-ONE’’ TOOL 
FOR HOME AND SHOP USE 


NEW JACOBS 


HAND-TITE CHUCK 


Equipped with 
Torrington 


Needle Bearings 








FRAME one piece cast aluminum designed 
for strength, finished in machinery red 
enamel. Base 4x4", height to center of 
spindle 6”. 


SPINDLE hardened, bearing surfaces 
ground, threaded '/2""x24 with 4 flanged 
nuts to hold wheels up to I"x5". 2'4"V 
pulley cut from solid steel. Can be driven 
from below, above or rear. 


TORRINGTON NEEDLE BEARINGS |/."x 


¥,"" insures smooth, fast running. 


JACOBS HAND-TITE CHUCK 0-!/," has 
3 accurately hardened and ground jaws 


vulcanized in long life neoprene rubber 


mounting. No springs to lose or get out 

of order. 

PACKING individual cartons, six in a 

shipping carton, weight 22 pounds. 

GHI with Jacobs Chuck as shown. . $7.50 

GH2 identical, but without Chuck... 6.40 

TRIAL ORDER 

6 GH-! List $7.50 each $45.00 

6 GH-2 List 6.40 each 38.40 

Total List $83.40 

DEALERS PROFIT 40°%..... 33.36 

ke, a $50.04 


Order for immediate delivery from your 
Jobber or from National Distributor 


GEORGE W. ERIKSEN 
HAS NEW POSITION 
George W. Eriksen, hardware 
| buyer for the past 20 years with 
S. H. Kress Co., is now asso- 





GEORGE W. ERIKSEN 


ciated with C. C. Foster, Jr., 
manufacturers’ agent and mer- 
chandise consultant, 233 Broad- 
way, New York City. 


CORBIN SCREW DIV. 
SALESMEN MOVED 


T. A. Delihant, representative 


| of the Corbin Screw Div., New 


Britain, Conn., now covering the 
Michigan, Eastern Indiana, 
Western Ohio and Central Ken- 
tucky territory will have the 
northern New Jersey area after 
Aug. 19. 

J. G. Savickas will assume 
coverage of the territory for- 
merly assigned to Mr. Delihant, 
as of July 15. 


HDWE. SQUARE CLUB 
OUTING JULY 17 


The annual outing and clam 
bake of the Hardware Square 
Club, of New York, will be held 
Wednesday, July 17, at Schuet- 
zen Park, Hudson Blvd. and Ber- 
gen Turnpike, Union City, N. J. 
From 1 p.m. until dinnertime 
there will be horse shoes, bowl- 
ing, cards, baseball and other 
games, and plenty of liquids to 
slake thirsty throats. An old- 
fashioned clam bake will be held 
at 6:30 p.m. 

Tickets may be procured from 
Harry Kornrumph, L. I. Hard- 
ware Co., 2755 Jackson Ave., 





| 


JOHN A. CHRISTENSEN. 


7916 EMPIRE STATE BUILDING 


NEW YORK 1, N. Y. 
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Long Island City. 


BATTEY QUITS PARKER 
TO MANAGE HINDLEY 


Hoyt E. Battey resigned his 
position as vice-president and 
sales manager of the Parker 
Mfg. Co., Worcester, Mass., as of 
| June 1, to become general mana- 





ger of the Hindley Mfg. Co., 
Valley Falls, R. I. 

Mr. Battey has had 10 years 
of experience in the wire hard- 
ware business, having formerly 
been sales manager of the Par- 
ker Wire Goods Co., Worcester, 
Mass. 

The Hindley Mfg. Co. manu- 
factures a complete line of wire 
hardware including bright wire 
goods, cotter pins and plumber 
specialties. The firm has just 
completed a large addition to 
its plant to handle increased 
production requirements. 





BUYS INTEREST 
IN OHIO STORE 


Mark W. Bowsher has pur- 
chased the interest of Mrs. 
Margaret R. Heller in the part- 
nership of Heller & Bowsher, 
hardware store at Wapakineta, 
Ohio. A new partnership has 
been formed, known as Bowsher 
Hardware Co. The partners are 
F. J. Bowsher, 65, and his son 
Mark W. Bowsher, 29. The 
former has been manager of the 
store since it was founded in 
1907. The younger Mr. Bowsher 
was employed as a salesman for 
Proctor & Gamble after he was 
discharged from the Army Air 
Forces. 


SO. CAL. R.H.A. APPOINTS 
ASSISTANT SECRETARY 


Kenneth G. Weir has been ap- 
pointed assistant secretary of the 
Southern California Retail Hard- 
ware Association, according to 
an announcement by the execu- 
tive secretary, A. C. Kammeier, 
from his Los Angeles office. Mr. 
Weir was formerly associated 
with his father in the hardware 
business in Emmetsburg, Iowa, 
and prior to entering the Navy, 
was associated with the Younger- 
man and Son Hardware Co. in 
Eldora, Iowa. He is making his 
home in Santa Monica. 





KENNETH G. WEIR 
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JOHN H. KERR 


Presumably lost in a violent 
thunderstorm, John H. Kerr, 53, 
of the Kerr Hardware Co., Niles, 
Mich., was killed the night of 





J. A. KERR 


June 12, when his plane crashed, 
as he was returning from a busi- 
ness trip. Mr. Kerr had been 
flying for about six years and 
was a former Civil Air Patrol 
official. The deceased has been a 
member of the Michigan R.H.A. 
executive board in 1934 and 
1935. 


VERNON S. MULLEN, JR. 


The National Enameling and 
Stamping Co., 270 N. 12th St., 
Milwaukee 1, Wis., has ap- 
pointed Vernon S. Mullen, Jr., 
manager of advertising and sales 
promotion. 

Mr. Mullen has been with the 
“Nesco” organization in the ca- 


pacity of assistant advertising 
manager since his return from 
service with the Army Air | 


Forces in October, 1945. He will 
direct advertising and sales pro- 
motion activities for all divisions 
of the company from the home 
offices in Milwaukee. 





FRANK J. KUPPER | 


Frank J. Kupper, 68, buyer for | 
May Hardware Co., Portland, 
Ore., wholesalers, and for many | 
years in the same capacity for | 
the former Honeyman Hdwe. Co.., 
Portland, died on May 22, in 
Portland. 

He was widely known in the 
wholesale hardware trade for his 
knowledge of the tool business. 
He learned the hardware busi- 
ness as a boy in his father’s store 
in Burlington, Iowa, later joining 
the sales force of Norvell-Shap- 
leigh Hdwe. Co., St. Louis. More 
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than 30 years ago he went west 
to join the Honeyman organiza- 
tion. 

He is survived by his widow 
and one son, Frank Y. Kupper, 
Oakland, Cal., who is also con- 


| nected with the hardware busi- | 
| ness as sales manager for E. B. | 
| Sutton 


& Co., manufacturer’s 


agents. 


V. J. GIRARDIN 


V. J. Girardin, 50, of Dallas, | 


Texas, southwestern District sales 
manager of Landers, Frary & 
Clark, died at his home April 20. 
Mr. Girardin, who had been con- 
nected with the company for ten 
years, lived in New Britain for 
three years during the war. 





HENRY J. BOMHOFF 


Henry J. Bomhoff, treasurer of 
the Bergen County (N. J.), 
Hardware Merchants Association, 
Inc., died recently. 


F. SHELDON BRADFORD 


F. Sheldon Bradford, 41, man- 
ager of the Arnold Wholesale 
Corp., 5209-15 Detroit Ave., 
Cleveland 2, and a member of 
the board of directors of the 
Tracy-Wells Co., Front & Springs 
Sts., Columbus, Ohio, died re- 
cently at his home in Cleveland. 

Mr. Bradford served four years 
in the Navy and recently was dis- 
charged with the rank of lieu- 
tenant commander. His widow, a 
son and three brothers survive 
him. 


A. C. SPETNAGEL 

A. C. Spetnagel, 76, president 
of the Spetnagel Hardware Co., 
Chillicothe, O., died June 16, 
after a four-year illness. He was 
a trustee of the Ohio Archae- 
ological and Historical Society 
for 25 years. 


WILLIAM H. BLOEMKER 


William H. Bloemker, 70, re- 
tired owner of Bloemker’s Groc- 
ery & Hardware Co., Carlyle, 
Ill., died recently at an East St. 
Louis hospital. A son, Irvin W. 
Bloemker, has been conducting 
the business since the retirement 
of the deceased three years ago. 


E. B. CUMMINGS 
E. B. Cummings, of the Fam- 
ous Hardware Co., Springdale, 
Ark., died June 15. 

















WITH PRICE LABELS THAT CAN BE 
PLACED WHERE THEY CAN BE SEEN 


Not only are Kum-Kleen Self-Adhesive Price Labels in- 


stantly and easily applied without moistening, but they 
are also readily peeled off in one piece without leaving a 
mark after the sale is made. As a result, they can be 


placed in a prominent position on merchandise, there- 


by eliminating handling by customers and consequent 
danger of breakage. 
Kum-Kleen Self-Adhesive Price Labels stick to any 


smooth, clean surface—glass, china, metal, plastic, pol- 


ished wood, cellophane, etc. They never pop, peel or 


curl off even in extremes of heat and cold, or with sud- 
den changes of climate. The labels are mounted in mul- 


tiple rows on convenient carrying tape. You can quickly 
and easily mark them by hand or typewriter before you 


remove them from the tape. No muss, fuss or bother. 
Yet, for all these advantages you actually pay less. Man- 


ufacturers and retailers all over the United States have 
proved that the time you save with Kum-Kleen Price 
Labels more than pays for their cost. 

Cut down price marking time, and eliminate customer 
handling with Kum-Kleen Self-Adhesive Labels. 


Send for Free Samples & Literature 
SEE YOUR JOBBER 


AVERY ADHESIVES 
451 E. Third S$t., Los Angeles 13, Calif. 


New York, Chicago, Atlanta, Boston, Detroit, Indianapolis, 
Kansas City, Pittsburgh, San Francisco, St. Paul. Seattle, Tulsa, 
Washington, D.C. * In Canada, Enterprise Sales, Toronto 











OPA Changes Price for 
Steel Screen Wire Cloth— 
Other Steel Products 


Increases in the maximum | prices March 1 


because of 


prices of steel screen wire cloth, | existing contracts at lower price 


and 
other changes in price schedules 


alloy steel products 
for iron and steel products were 
announced by the Office of 
Price Administration. 

The changes, effective 
11, 1946, 

1. Grants an 
18 x 
wire cloth, 
the largest part of 
production, and provides propor 
for all other 
prices for all 
sizes of screen wire cloth except 
18 x 14 were given price in- 
creases on March 1, 1946. 

2. Replaces the four per cent 
increase in maximum 
granted to alloy steel products 
on March 1, 1946, a 8.2 
per cent increase. 

3. Permits 


June 
follow ° 
11.25 


steel 


increase of 
14 mesh 


which 


per cent on 


screen consti- 
tutes 
tionate increases 


sizes. Maximum 


prices 
with 


increases in pipe 
tubular goods, 


given as 


and oil 
formerly 
amounts per ton, to be made by 
the This 
will result in price increases in 


country 
specified 
changing discounts. 
some cases and in reductions in 
others but will increase the gen- 
eral level of maximum prices for 
these products. 
4. Modifies 


set up 


the schedule of 
for hot and cold 
steel and 
rimmed stock 
them to 


extras 
rolled 
strip of 


carbon sheets 
selec ted 
steel so as to extend 
drawing quality 
ucts. 

OPA explained that these in- 
creases in prices were made pos- 
sible through savings 
from steel mills being unable to 
take increases granted in tin 
mill product prices on March 1, 
1946. This tin mill product 
price increase was one of several 
increases granted on steel prod- 
ucts, which were designed to 
comply with the Office of Eco- 
nomic Stabilization’s directive 
to give increases on steel prod- 
ucts averaging $5 a ton. The 
industry has been unable to 
benefit from the ceiling increase 
tin mill product 


in these prod- 


granted in 


106 


two | 


total 


resulting 


levels. 

Part of this saving in 
creases has been applied by the 
action to raising ceiling price 
levels for steel screen wire cloth 


in- 


and alloy steel products. The | 
remainder of the saving has 
been used to cover increases in 
the prices of all wire nails, 


staples, brads and bale tie wire 
action other govern- 
ment agencies participated 
OPA-6560). 


The increase granted for steel 


in’ which 





| because 


(see 
| which 


wire cloth was based on 
a survey of manufacturers mak- 
ing about 60 per cent of the 
total output, which showed that 
this wire cloth is being made at 
a substantial The 8.2 per 
cent increase originally granted 
was of little benefit to producers 


screen 


loss. 


because most of their output has 
been restricted to the size 18 x 
14, not affected. 

OPA also pointed out that this 
product is used chiefly to pro- 


tect homes, hospitals and other | 
buildings against insects so that | 


it is vital to remove any price 
obstacle to full production. The 
present increase is believed by 
OPA to be adequate to do this 
the manufacturers of 
screen cloth also make 
products, the prices of 
have increased ma- 


The present action will 


wire 

other 
been 
terially. 





increase the price of this product 
to consumers but the amount of 
the increase will not be as great 
as consumers would have to pay 
if they were unable to get steel 
screening and use bronze screen 


cloth, which sells at substan- 
tially higher prices. 

Resellers of steel screen cloth 
may continue to fix their maxi- 
mum prices as formerly. Whole- 
salers may use the percentage 
mark-ups over costs in the regu- 
lation covering the resale of iron 
and steel products (Revised 
Price Schedule 49). Retailers 
will use the specified percentage 
mark-ups over costs in the OPA 
order covering sales at that level 


(Supplementary Order 151). 
(Amendment 17 to Revised 
Price Schedule 6—Iron and 
Steel Products — effective June 
1946.) 








Manufacturers’ 


On Aluminum Cooking Ware 


Manufacturers of aluminum 
cooking utensils have received a 


second reconversion price in- 
crease, to meet wage and ma- | 
terials cost rises that have oc- 
curred since the first increase 
was given last summer, the 
Office of Price Administration 
said. Only a small part of the 


increase will come through to 
consumers, however, and_ that 
only on the more expensive 


sheet ware. Consumer ceilings 
on case ware remain unchanged. 

Manufacturers were authorized 
to increase their prices on sheet 
aluminum between 
and four cents on the dollar, and 
ware a little under six 
cents, effective June 17, 1946. 
These increases, plus the adjust- 
ments granted last summer, 
bring manufacturers’ ceilings on 
the two types exactly 14 and 
nine per cent respectively above 
prices charged in January, 1941. 

Retail prices so far have not 


ware 


on cast 


been increased above March, 
1942, levels. Now, however, con- 
sumers will pay 2% per cent 


more than they paid before the 
war for utensils made of sheet 
aluminum—or about five cents 
on a two-dollar purchase. If they 


three 


Prices Raised. 


buy from a door-to-door sales- 
man, they will pay only 14 per 
cent more, 

The 2% per cent increase will 
apply also to current 
prices of branded sheetware sold 
by manufacturers at established 
retail prices, OPA said. How- 
ever, current ceilings of branded 


items are not noticeably above | 


March, 1942, levels. 

No consumer price increase on 
cast aluminum ware is being al- 
lowed in any kind of sale. Dis- 
tributors and dealers, who were 
required to absorb all of the 
first reconversion increase, can 
absorb most of the second with- 
out hardship, the agency said. 

Although the price of alumi- 
num is not higher than before 
the war, the wood for handles 
and steel rivets and _ bearings 
used in utensils are con- 
siderably higher than they were, 
OPA said. Also, wage increases 
have been given by a number of 


some 


firms. In addition, the industry 
has not yet attained its prewar 
volume of production, due in 
part to difficulties in getting 


materials, so that earnings are 
lower than has been expected. 
Under these conditions the in- 


| tion 


“re | 
ceiling | 


dustry has been found eligible 
for the increase granted. 

(Amendment No. 1 to Re- 
Order 1—Household Alu- 
minum Cooking Utensils—and 
Order No. 8 to Revised Order 1 
Uniform Retail Ceiling Prices 

under Maximum Price Regula- 
188—both effective June 
17, 1946.) 


vised 


SUPER PRIORITIES FOR 
SOME PLUMBING ITEMS 
ASKED OF CPA 


In order to speed conversion 
of Quonset huts and the like to 
temporary re-use homes under 
the veterans emergency housing 
program, the Plumbing and 
Heating Distributors Industry 
Advisory Committee has recom- 
mended to CPA the creation of 
a super HH preference rating for 
certain plumbing and _ heating 
fixtures, 

Under the plan, lavatories, 
water closets, sinks, steel shower 


| stalls, and 20-30 gallon heaters 


would be added to the list of 


| scarce building components. A 


special rating (higher than HH) 
would be authorized for FPHA 
to use in obtaining these items 
for temporary housing. Dis- 
tributors would set aside for 10- 
day periods 60 per cent of 
shipments received for exercise 
of the priority. 
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UNIT SALES 
LARGER 


TURNOVER 


sm 
¢ 


FASTER —“4Qemp 


EYE APPEAL 
GREATER 


ADVANTAGES 
of ALUMINUM 
ave UNIQUE 


Aluminum offers so many exclusive advan- 
tages in and about the home that it is rapidly 
becoming the”’Buy-Word inthe ModernHome.” 


Light. Weighing but one-third as much as 
other commonly used metals, aluminum 
brings new convenience to the home. 


Long Lasting. Unaffected by moisture or heat, 
aluminum retains its beauty and usefulness, 
undiminished for many years to come. , 


Beautiful. This most modern metal lends itself 
to forming in the modern style; allows a vari- 
ety of attractive finishes to harmonize with 
its surroundings; and retains its beauty since 
its distinctive coloring is not applied but dyed 
into the metal itself. 


It's Your Cue fo 
Greater Profit 
Products fabricated from aluminum as Mer- 
cury makes them—applying to articles for the 
home the technique learned in many years 
of aircraft building—will bring you quicker, 
easier sales and build lasting good-will. 


Aircraft technique 
in industrial products 
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Rublbercnafts have been proven so! During 


the war, the Rubbercraft Corporation of America 
manufactured thousands of army-navy life boats, 
used in the Atlantic and Pacific, without a single 
rejection. 








Rublbercragt has general appeal. The entire 


family from “little junior’ can enjoy it at the 
beach . . . for sailing, fishing — or used as a raft 
or float. So light, it can be easily packed in an 
ordinary suitcase of carried in the carrying case 
supplied — but strong enough to ride the rough- 
est waves. 


Linbbercraft. 
RUBBER BOATS 


For sporting pleasures — none better! Compact 
and light . . . a one man boat and equipment, 
when packed, weighs less than 6 Ibs. Includes 2 
aluminum oars, oarlocks, pump and seat. Avail- 
able in solid or contrasting colors. 


Write for Information to 


ee Kubbercraft Se ee Ne 


70 COLLEGE STREET, NEW HAVEN 11, CONNECTICUT 


for the name of the dealer in your territory. 
(some dealers territories still open) 
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CPA to Channel Steel 
To Emergency Uses 


Moving to provide maximum 
sustained production of urgently 
needed steel products for the 
Veterans Housing Program, for 
farm machinery to harvest this 
year’s crops for the famine relief 
program, and for other urgent 
requirements, the Civilian Pro- 
duction Administration has es- 
tablished an emergency distri- 
bution system for steel, CPA 
Administrator John D. Small has 
announced. The = distribution 
system will apply to the third 
quarter of 1946, when the steel 
shortage will be most acute. 

The action to provide special 
assistance for critical housing 
and farm machinery products 
prior to the peak of the building 
and crop harvesting periods, 
Mr. Small said, was made neces- 
sary by the recent work stop- 
pages in the steel and coal in- 
dustries, which have drastically 
reduced steel output. Small 
business will be aided through 
a provision in the plan to main- 
tain the flow of steel to steel 
warehouses, Mr. Small said. 

“Steel will be critically short 
for all purposes during the next 
60 to 90 days,” Mr. Small 
emphasized. “Accordingly, the 
emergency distribution system 
has been limited to the most ur- 
gent uses of steel. No plans to 
expand this list are contem- 
plated by CPA.” 

The new distribution plan has 
been set up under Direction 12 
to the Steel Conservation Order 
M-21, which provides for certi- 
fied orders to be given pref- 
erence in production and ship- 
ments by steel mills and ware- 
houses. The direction applies 
only to steel in the forms and 
shapes listed in Schedule I of 
Order M-21. 

It does not apply to wrought 
iron, iron castings, or pig iron. 
Distribution of iron to critical 
products will be made by other 
procedures to be announced in 
the near future. 

Direction 12 was designed to 
provide a speedy preference plan 
on steel deliveries for the criti- 
cal products listed. Under this 
plan, manufacturers of these 
critical products certify by letter 
direct to the steel mills that cer- 
tain orders which they have 
placed for steel will be used in 
the manufacture of these criti- 
cal items. 

These certified orders must 
then be scheduled for production 
and delivery by the steel mills 
in preference to all unrated 





orders for the same steel prod- 
uct classification. For instance, 
a certified order for steel sheets 





would take precedence on a steel 
mill schedule over uncertified 
orders. However, written CPA 
directives or, in the case of steel 
distributors, AAA ratings issued 
after January 21, 1946, still have 
precedence over these certifica- 
tions. 

Small manufacturers will be 


| protected by the provision in the 


direction which provides that 
producers shall ship to ware- 
houses during the third quarter 
of 1946, not less than the same 
proportion of total tonnage of 
steel produced by them in that 
quarter as they shipped during 
the fourth quarter of 1945. 








Portable Electric Power Tools Get 


15 Per Cent Interim Price Increase 


Manufacturers of portable 
electric power driven tools have 
been given an interim price in- 
crease of 15 per cent on these 
products, the Office of Price Ad- 
ministration announced on June 
20. 

At the same time, resellers 
will be permitted to increase 
their maximum prices the same 
percentage as their invoiced 
costs are raised, OPA said. Both 
actions will be effective June 
21, 1946. 

This increase is necessary, 
OPA explained, to enable the 
industry to continue production 
of these essential products by re- 
flecting at least part of their 
cost increases since 1941. Mean- 
while, an industry-wide study is 
being conducted that will result 
in a permanent price increase 
conforming to OPA standards 
later, that is, at least as large as 
the one provided. 

The interim increase was 
granted after consideration of 
increases granted industries 
making similar products that 
were based upon industry-wide 
studies. Producers of machine 
tools, for example, also make 
about 90 per cent of all portable 
electric power driven tools, use 
similar types of materials and 
employ workmen of comparable 
skills, the agency pointed out. 
Consideration was also given to 
increases in costs of purchased 
parts, subassemblies, attachments 
and accessories used by manu- 
facturers of portable electric 
power tools. Included were in- 
creases in prices of gray iron 
castings, electric motors, abrasive 
products and accessories. In- 
creases in labor costs since the 
base date were also reflected, 
OPA stated. 


Because these products are 
urgently needed to cut produc- 
tion time in fabrication and as- 
sembly work by a wide variety 
of industrial firms, the interim 
action was taken, OPA said. 





Moreover, these tools are made 
at many plants in various parts 
of the country so that an indus- 
try-wide survey will take con- 
siderable time. 

Resellers are being permitted 
to pass on the increase because 
their margins are too small to 
permit absorption of their higher 
costs. Since nearly all sales are 
made to industrial consumers, a 





dollar-and-cent pass-on of the 
increase would disrupt the nor- 
mal distribution pattern, OPA 
said. The large number and 
many types of tools, parts and 
attachments produced would 
make a dollar-and-cent pass-on 
particularly difficult to deter- 
mine, the agency said, 

(Order No. 649 under Revised 
Maximum Price Regulation 136 
—Adjustment of Maximum 
Prices for Sales of Portable Elec- 
tric Power Driven Tools—effec- 
tive June 21, 1946.) 








Padlocks, Cast and Sheet Metal Building 
Materials Released From Price Control 


Several categories of hard- 
ware, cast and sheet metal build- 
ing materials, beer cooling and 
dispensing equipment and pipe 
accessories were suspended from 
price control June 25 by the 
Office of Price Administration. 

Most of the items have 
reached satisfactory production 
and in all cases there seems to 
be no indication of pressures 
which would result in further 
price rises after the decontrol 
order goes into effect June 26. 

Padlocks are dropped from 
control. Current prices are be- 
low ceiling prices and supply is 
assured by adequate production 
and surplus government stocks. 

The cast and sheet metal ma- 
terials removed from price con- 
trol include air and fume con- 
ductor devices and accessories, 
iron and steel gratings and floor- 
ings, rain water disposal devices 
and accessories and roof deck. 
Most prices in these items have 
been advanced 20 per cent by 
OPA and industry representa- 
tives have assured OPA that no 
increases beyond these levels 
will be made. Both standard and 
made-to-order non-standard items 
are affected. 

Beer cooling dispensing equip- 
ment, and insulated cold storage 
doors are also removed from 
control. 

Among the piping articles ex- 
empted from price control are 








floor stands for valves and valve 
boxes. Post indicators were ex- 
empted earlier and today’s ac- 
tion clarifies the suspension so 
that it is understood that post 
indicators, as well as floor 
stands, are exempt from price 
control. 

(Amendment 30 to Supple- 
mentary Order 129—Exemption 
and Suspension from Price Con- 
trol of Machines, Parts, Indus- 
trial Materials and Services— 
effective June 26, 1946.) 





INTERIM INCREASE ON 
BRASS OR BRONZE 
PLUMBING FITTINGS 


An interim increase in pro- 
ducers’ ceiling prices for brass 
or bronze screwed plumbing fit- 
tings, ranging from 15 to 20 per 
cent, was announced today by 
the Office of Price Administra- 
tion. The action, effective June 
27, affects fittings up to and in- 
cluding two-inch iron pipe size, 
and brass or bronze valves de- 
signed for pressures not exceed- 
irg 125 lb. steam working pres- 
sure. 

In March OPA increased ceil- 
ings for certain low pressure 
valves and pipe fittings, but 
omitted at that time the brass 
and bronze fittings because of 
the lack of information to justi- 
fy their inclusion. That informa- 
tion since has been made avail- 
able to the agency. 

The increases granted in to- 
day’s action reflect the increased 
costs of raw materials used in 
production of brass or bronze 
screwed fittings. 
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MASONRY WATERPROOFING 
Guaranteed to do the Job. 


Above or below Ground Level 


KAY-TITE EASILY APPLIED — Ten 
pound can covers 100 to 150 sq. ft. of 
surface — Sells for $2.90 —a very low 
cost (2¢ to 3¢ per sq. ft.) 


THE AVERAGE JOB calls for several 
cans which makes KAY-TITE a profit- 
able item to “push”. 


BEAUTIFIES THE WALLS — KAY- 
TITE goes on like paint — penetrates 
the pores — expands — hardens. The 
clean washable surface is bonded deeply 
into the pores of the Masonry. 


MILLIONS OF SQUARE FEET OF MA- 
SONRY WATERPROOFED WITH KAY- 
TITE bear witness to its 100% Good 
Performances and long endurance. 


















: Mere isa Profitable New Market for you - 
- Start a New Masonry Waterproof Dept. 






pow 


| Jobber's Name 









RAY -TITE 


KAY-TITE is a real helper in your 
paint department. 


THOUSANDS OF DEALERS — from Coast-to- 
Coast — have built-up Successful KAY- 
TITE Departments by first placing a small 
order for a dozen 10 lb. Cans — along with 
a = quantity of selling helps, and display 
cards. 


FIND OUT HOW EASY it is to sell Kay-Tite 
— and how soon it becomes one of your 
‘stand by’s’. 

KAY-TITE is ‘Fair-traded’ with an excellent profit 


to you. 


HERE IS THE KAY-TITE DEAL 
12 cans of a — Six Gray — Six White 


(Counter Display — Circulars — Stuffers etc.) 
Your total Selling Price $34.80 
Cost to you 20.78 

PROFIT $13.92 


Easy to Sell — and Every Customer is a booster. 


FILL IN THIS COUPON AND MAIL TO 


KAY-TITE COMPANY, West Orange, N. J. 
Please send us the $20.88 KAY-TITE DEAL 
6 Cons WHITE — 6 Cons GRAY HA 
F. 0. B. Our Store 























All Around Tire Rise 
Allowed By OPA 


(eling prices tor passenger 
car and motorcycle replacement 
tires increased at 
manufacturing, wholesale and 
retail levels by amounts equal to 
4.3 per cent of the existing re- 
tail the Office of 
Administration has announced. 
At the manufac 
turers’ and wholesalers’ ceilings 
for truck, bus and industrial re- 
placement have been in- 
creased by the equivalent of 1.4 
cent of the existing retail 
No change is made in 


have been 


ceiling prices, 


same time, 


tires 


per 
ceilings. 
retail ceilings for these tires. 


effec tive J une 


necessitated 


[he increases, 
18, 1946, have 
manufacturing 


been 
by higher costs 
for labor and materials. 

OPA pointed out that the in- 
creases in passenger car and 
motorcycle replacement tires at 
the retail have been al- 
lowed on an interim basis. Such 


level 


retail increases will be revoked 
if evidence has not been sub- | 
mitted to OPA by October 1, 


1946, showing that dealers can- 


not absorb the price increases 
granted manufacturers and whole- 
salers on these tires and that 


CPA Urges More Nails Per Keg 
To Avoid Container Shortage 


Supplementing the recent gov- 
ernment the 
availability of nails for the hous- 
ing program, the Pro 
duction Administration today 
urged all nail producers to pack 


actions to increase 


Civilian 


more nails in each keg to alle 


viate a container shortage which 


may bog down nail deliveries for | 


the construction program By 
packing 25 pounds more to each 
keg up to 3,000,000 kegs can be 
saved annually, the agency said. 
I'wenty per cent saving can be 


effected in the use of kegs should 


such conservation measures be 
universally adopted in the in- 
dustry, CPA said. The usual 
practice today is packing 100 


pounds to the keg or 20 kegs to 
Under the conservation 
16 kegs would be 
required for a ton of nails 


the ton. 


measures only 


Ihe nail keg shortage is so 
serious, the agency disclosed, 
that many nail producers have 
heen forced to substitute other 
kinds of containers, even paper 
hags, to package nails. 

Recently announced  govern- 
ment measures to increase nail 
supplies included a $10 a ton 
price increase by the Office of 


Price Administration and a CPA 
action establishing increased nail 
quotas, These 
expected to 


produc tion ac- 


tions are increase 
production to 66 thousand 
from a former 50 
thousand ton monthly rate. 
CPA’s plea for tighter pack- 
aging of nails to conserve vitally 
strap 
the re 


nail 
tons monthly 


needed lumber and wire 
ping was first voiced at 
cent meeting of the Wire Prod 
ucts Industry Advisory 
mittee. At that time 
tatives of two of the 


, : 
nail producers promised 


Com 
represen- 
country’s 
*Traest 
would institute 


that they plans 








immediately at their respective 
mills to pack 25 pounds more 
nails per keg on as much of 
their production as possible. 
The industry men pointed out 


at that time, however, that the 
increased packaging could not 


be applicable to all types of 


INTERIM PRICE INCREASE 
GRANTED 
ON SOME TYPES OF FANS 


Interim increases for 
manufacturers of all power- 
operated warm air furnace fans 
and blowers and attic ventilating 
fans, designed to enable them to 
production of these 
products pending de- 
permanent in- 
an- 


price 


continue 
essential 
termination of a 
factor, have been 
by the OPA. Exhaust 
fans and blowers, 24 inch stan- 
dard diameter and smaller de- 
signed to be built into building 


crease 


nounced 


(covered by Maximum Price 
Regulation 136) are given the 


same increase by the action. 
The following price increases 
will be effective June 14, 1946. 
For the specified fans and 
blowers, furnished com- 
plete with a power unit of less 


when 


than one horsepower—l4_ per 
cent. 

For the specified fans and 
blowers, when furnished com- 
plete with a power unit of one 
horsepower or over—nine per 
cent. 

Wide variance in the relative 


| cost of power units for the small 
and larger fans and blowers re- 








they musi be allowed to con- 
tinue passing them on to con- 
sumers. 


OPA said that on the basis of 
studies made in 1941 and 1944, 
brought up to date by making 
increases in ex- 


a.lowances for 


penses and volume of sales since 


those years, absorption of ap- 
proximately two-thirds of the 
manufacturers’ price increases 
could be required of dealers 
without causing hardship. The 
manufacturers’ advisory com- 


mittee and members of the dis- 


tributors’ advisory committee, 
however, have challenged the 
adequacy of some of the data 
supporting such absorption, 


especially 


the number of distributor out- 
nails. For example, large headed 


roofing nails cannot be packed 
125 pounds to a keg, but in most 
cases the extra weight is possible 
because 
four to 
space al 


six inches of unused 
the tops of nail kegs. 
Trade practices built up over 
many years have caused most 
nail distributors to adapt their 
bins to the 100-lb. keg. However, 
today’s shortage is so acute that 


quired the two price 
factors, OPA said. 


Prices of fractional electric 


increase | 


there has always been | 


horsepower motors, used in the | 


smaller sizes of warm air fur- 
nace fans, attic ventilating fans 


and the specified built-in exhaust 
fans and blowers were increased 


27 per cent over base period 
levels recently. Moreover, the 


motor costs in these fans amount 
to between 25 to 40 per cent of 
the total material costs. 

Prices of integral horsepower 
motors were recently increased 


16'2 per cent over base date 
prices. Fans using these power 


units are the larger sizes of the 
specified fans and blowers, The 
cost of the power units in these 
types of fans and blowers ranges 
from 15 to 25 per cent of the 
total cost of the fan or blower, 
dependent on the size. 


FLANNEL WORK SHIRT 
PRICES RAISED 


granted in the 


cotton 


An 
manufacturer's 
flannel work shirts, to meet the 
requirements of the law, will 
mean about a 12 per cent in- 
crease in the retail prices of the 


increase 
price of 





| clothing, 


ilet- and tic spreading of the 
1946 sales volume among them. 

OPA said it is willing to ex- 
amine evidence that distributors 
wish to submit on these mat- 
ters, and has been assured of 
full cooperation by both commit- 
tees in making this examination. 
In view, however, of the delay 


| involved in this examination and 


ceiling 


as to the change in | 


the urgency of the need for price 
relief for manufacturers, retail 
dealers are allowed to pass on 
the increases temporarily. 

No changes were made in the 
prices of farm tractor 
tires at any level of sale. 

The increases do not apply to 
tires sold to original equipment 
manufacturers. Ceilings for such 
tires were recently increased. 


any mild disruption of storing 
methods is justified to get more 
nails to the place where they are 
needed, according to the CPA. 
Assuming that full conserva- 
tion measures could be utilized 
on the expected 66 thousand ton 
monthly production or 792 thou- 
sand tons annually, a saving of 
three million or more nail kegs 
could be effected over a_ 12- 
months’ period, CPA said. 


shirts, the Office of Price Ad- 
ministration has said. 

For example, men’s $3.00 yard 
flannel shirts will cost about 19 
cents more in most independent 
retail stores—$1.77 instead $1.58. 
(In chain stores that buy direct 
from manufacturers, they will be 
$1.45 instead of $1.29.) Boys’ 
shirts of the same type will cost 
independen! 


15 cents more in 


stores—$1.43 instead of $1.28, 
and $1.22 instead of $1.08 in 
other stores. Seven ounce flan- 
nel shirts will be increased 25 
cents, from $1.93 to $2.18, and 
from $1.58 to $1.78 in stores 
that buy direct from manufac- 
turers. 


The action, effective June 17. 
1946, is a companion piece to an 
earlier action increasing the 
prices of all other types of cot- 
ton work clothing. The actual 


increases above present manu- 
facturers’ prices average from 12 
to 13 per cent and are permitted 
to make it possible for the in- 
dustry to obtain the same rate 
of return on net worth that it 
earned in 1936-39, as required 
by law. 

As in the case of other work 
the will be 


passed on to consumers since a 


increase 


| study of distributor outlets indi- 


cates that wholesalers and re- 
| tailers are not able to absorb 
anv additional increase. 
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““AIDACO” BRAND—HUNTING AND Fisuina sueath xnwes| Westchester rickote Products Co., Inc. 


These are 5” Blades with Washer Grip, Aluminum Tear Drop Knob, 
Polished Case — Hardened Steel. Each Knife comes in Leather Manufacturers 






No. KA Heavy 


Sheath. 
POCKET SII 3 
KNIVES— At ood . 4 








Duty Pocket 


Knife, One — F 
—$7.50 per 
No. KEL 2 blade No. SB5 
Electrician's 
es SAW BACK ...............$10.80 PER DOZ. 
Knife — $1550 No. SSE—Same as above, no Saw Back....... 16.20 PER DOZ. 
i No. G5SSE—Same as 5SE, with Groove..... :$18.00 PER 00Z. 


Corps Knife, une 
cutting blade and 
one saw biade, 
overall size when 











Wie / 















closed, 6”, when “tbh 
2 blades are open 
15%”—$2.50 ea 
No. 105C Nail 
Clippers w A No. 
oP _uatia ‘ CAP OPENER — SAW BACK. ..$18.00 PER DOZ. . 
Size of Reel, 4”, 1” wide, wt. 4 ozs. Free Wheel- , oP Rin Ta 
ing Plated Finish, All Metal, a ae, _ 
All Kinds of Fishing—attach to all » akes 
Good for Boys or Beginners to Learn Casting. ELECTRIC FIRELOGS 
s Each in Box. One Doz. in Carton, $9.00 Doz. . = 
~ ® Piece BGD—~00° Senn, Glade nd Annies A ndirons and other Accessories for the Fireplace 
SE Reel Seat, 9” Wood Butt, Good for Boy or Man. 
; Makes Swell Gifts for Youngsters. No. FR $8.40 IMMEDIATE DELIVERIES 






Per Doz. Sold in Dozen Lots Only. 


Wttgey 
ys: 








<< 36"" ROD BAG—Made of Heavy Canvas with 

‘\c Leather Butt at Bottom, Leather under Snap Flap. ws  & 
SN Ideal for any 2 Piece Rod up to 70”. Formerly : a te 
AN used by Armed Forces for Spare M8 Barrel. No. 

SS RB $3.60 Per Doz. Sold in Dozen Lots Only. } un) 
. JUST ARRIVED—ANOTHER ROD—ALL STEEL, | Bars, oh 









50” LONG, WITH CLAMP REEL SEAT, $15.00 \ y 
PER DOZEN. b Soe 
5 SURF FISHING EQUIPMENT—p utt Rests, ‘ P ‘ 
ALL PURPOSE Tuna Harnesses, Tuna Vests, Creel Straps, purt Red Bulbs, Aluminum Spinners and Pins for Electric 
ags, also Metal Fishing Line Dryers. oH H ; 
oui, ae ne Guarentee adie: Sak Ge aeciediit abit Firelogs now available as a replacement item. 
unsatisfactory upon delivery. If material is unaveil- 
ing e crion able, we reserve the right to substitute equal, or 
og ng Fy hn sealed cllbeemerselinen Ou. products are nationally known and proven best sellers. 
wri ‘ : : 
{ ~ rite Dest. HA for Catates Literature sent upon request 











BERNARD GOLDWEBER . 
se aay ene, oan, | WESTCHESTER BRICKOTE PRODUCTS CO., Inc. 


ROD “3 2% — oe —— Se: 
Net 10 Days to Rate ms. Jobber 
Rs. wit ser Hg 1m Sete—$12.00 por doz. Inquiries Solicited 1528 Williamsbridge Rd., New York 61, N. Y. 











Order direct from 
leading jobbers in 
the United States or 
Canada if your 
jobber does not 
carry the O'Malley 
line, send us his 
name and address 
Jobbers write, wire 
or phone for details 

































Here is an AUTOMATIC .. . Self 
Centering line of Valve and Faucet Re- 
pair Sets that require no guides. The 
packing nut of the faucet valve acts as 
the guide. Easy to use, and in great 
demand. 

Renews worn or scale encrusted valve 
seats with patented cutter head that rolls 
brass away and polishes at the same time 
leaving no scratches and insures a flat 
bearing surface for new washer. 

All come packed in colorful display 
carton except the No. 4 Redhead which 
is on a colorful self selling display card. 
2X takes care of %”, 12”, %” and 3%” 
Faucets. 

No. 3 DeLuxe takes care of 4%”, /.”, 54” and 34” Faucets as well as built-in-tubs 
and showers. 

No. 4 Redhead takes care of %”, 12”, %” and 34” Faucets, built-in-tubs and 
showers as well as 3%”, ¥,”, 34” and 1” Jenkins Disc Type Valves. 

The Progressive Hardware Jobbers Carry O’Mailey Repair Sets... 


EDWARD O’MALLEY VALVE CO. 


7604 GREENWOOD AVE. CHICAGO 19, ILLINOIS 





Northwestern Rep. New York Office California Rep. Canadian Rep. 
PACKERS SALES CO. 1133 Broadway E. M. ROBITSCHER DORKEN BROS. &CO 
Eastern Sales Mgr. 290 7th St. 408 McGill Sr. 

HARRY M. PETERSON San Francisco, Cal. Montreal, Can. 


Midwestern Rep. 
IRVING S. KEMP CO. 
218 N. Jefferson St. 304 Hughes Bidg. 
Chicago, LL Portland, Ore. 


JULY 4, 1946 111 











$ 
SAL-KING - LIST PRICE °4.5® 
New lightweight single-action Sal-King is guaranteed. 
Weighs 434 oz. .. . has the durability and strength of a 
heavy recl. Finest precision construction . . . all-aluminum 
with spec’al anodized finish to prevent corrosion. Fits all 
fly rods; holds 100 yards of line. Adjustable click regu- 


lates drag. Sal-King is handsomely packaged for over- 
the-counter sales appeal. Priced for quick turnover. 


© IMMEDIATE DELIVERIES 


Fishing Rods, four styles—one and 
two piece rods. Light, sturdy, all- 
steel with wooden handles, special 
end tip and strong, steel 

end piece. List price. . » $2.00 
Reel Seat—tapered sliding band 
holds large or small reel. Steel; 


zinc-plated. List price per 
dozen . . $2.00 


Lord Weldon Fly Red Reel. aii 
metal; etched finish prevents corro- 
sion. Single action, flyweight. Holds 


over 50 yards of line. 
$3.50 


Guaranteed. List price . . 


Deluxe Two-Piece Sand Spike— 
chrome finished, collapsible. Holds 


any size pole... fits all 
tackle boxes. List price.» $2.00 


Calcutta Bamboo Poles and Fishing Rods SOON! 


Write for Prices and Discounts 


ROYAL ENGINEERING CO. 


1333 FOLSOM STREET - SAN FRANCISCO 3, CALIFORNIA 
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AGE) 


(Washington 
of HARDWARE 


increase to enable producers to 


make a profit, nail manufac- 
turers have promised CPA to 
step up. production which is 
urgently needed for the Vete- 


rans’ Housing program and other 
essential projects. One large 





} with 


producer, at a recent meeting of 
the newly formed Wire Products 
Industry Advisory Committee 
CPA, said his company 
would attempt to increase pro- 
duction by 30 per cent. Another 
promised a 12 per cent increase 
while a non-integrated producer 
indicated a 100 per cent jump 
if the hot mills would make suf- 
ficient wire rods available. 

The Wire Products Commit- 
tee told CPA that bale tie pro- 
duction would also be increased 
to a rate that will meet current 


Predicated on a sufficient price | 





Nail Manufacturers Pledge 


To Step-Up Production 


farm requirements in harvesting 
1946 crops. This production in- 
crease will be effected through 
funneling an increased amount 
of wire rods, it was stated, to 
non-integrated bale tie produc- 
ers. CPA officials said that ap- 
proximately 110,000 tons were 
needed this year compared with 
an indicated 80,000 ton produc- 
tion. The higher demand was 
attributed to increased crops 
and to a new type of baling ma- 
chine which is said to use more 
wire per ton of fodder than some 
of the older type machines. In 
required produc- 
tion, industry spokesmen rec- 
ommended that CPA follow 
through on its previous actions 
in its endeavors to get larger 
stocks of wire and wire rods re- 
leased from surplus stocks for 


assuring the 


bale tie output. 











HOUSEHOLD CHINAWARE 
PRICES RAISED 7 P. C. 
AT PRODUCERS’ LEVEL 


Manufacturers of the moderate 
and low-priced household china- 


ware known as_ semi-vitreous 
have been given an_ industry- 
wide increase amounting to 


seven per cent over existing 
prices the Office of Price Admin- 
istration said recently. The action 
is effective June 13, 1946. 
Existing prices are only five 
per cent above October, 1941, 


OPA 


increase 


levels, said, so 
aggregate over prewar 
prices amounts to 12.35 per cent 
at the manufacturer level. 
Consumer prices will not go 


up as a result of the action, since | 
| been decontrolled. 


wholesolers and retailers will be 
able to absorb the industry in- 
and still net 
period profits or more, OPA said. 


crease 


Any manufacturers who have | 
| visory Committee has approved 


received individual firm adjust- 


ments amounting to seven per | 
cent or more will not be al- 
lowed further increases under 
today’s action. However, those 


dealers and distributors who so 
far have not been required to 
absorb any part of the cost in- 
creases resulting from indi- 
vidual adjustments in suppliers’ 
prices must now absorb approxi- 
mately the first seven per cent, 
OPA said. 

Rejects—defective pieces that 


their base | 





do not meet the standards for 


that the | 


firsts or seconds—for the first 
time are made subject to the 
same pricing provisions as gen- 
eral ware. 

Vitreous ware, the more frag- 
ile and translucent ware that 
constitutes a much higher price 
line, retains its present ceiling 
prices at all levels. Consumer 
prices for this ware are not 
higher than they were in 1942. 

The price agency has already 
exempted from control all sales 
of chinaware to institutions and 
eating places. of china- 
ware — vitreous and semi-vitre- 
ous—made for decoration only, 
and without in the 
preparation, serving or storage 
of food and beverages, also have 


Sales 


usefulness 





ROPE, TWINE QUOTAS 
TO BE SAME 


The Cordage Industry Ad- 
a CPA decision to permit the 
same manufacturers’ quotas for 
the production of rope and twine 
as were allowed during the sec- 
ond quarter. CPA said that the 
continued shortage of manila 
and agave fiber prevented in- 
creasing the quotas. 

Production for the second 
quarter totaled 33,000,000 Ib. of 
the types permitted by M-84. It 
was estimated that this is about 
a third short of what the na- 
tional economy could use. 
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WAA to Sell Hand Tools, General Hdwe. 
To Commercial Buyers, July 22-26 


According to an announce- 
ment made by New York Re- 
gional Office of the War Assets 
Administration, commercial buy- 
ers will be able to purchase at 
fixed prices the residue of more 
than $1,750,000 worth of hand 
tools and general hardware on 
July 22 through July 26 at the 
Bayonne Naval Depot, 32nd St. 
and New York Bay. 

This is the first of a series of 
“sales at site” conducted by 
WAA to speed disposals of gov- 


ernment surplus property. Pri- | 


ority claimants (federal agen- 
cies, veterans of World War II, 
Reconstruction Finance Corp. 
for small business, state and 
local governments and_ their 
instrumentalities, and non-profit 
organizations) will be permitted 
to exercise their rights through 
July 19. 

This surplus property com- 
prised over 1100 items at the 


start of the sale—from - sail | 
mercial buyers will also find this 


needles to 100 ton jacks. It is 
assembled in four general divi- 


sions: machinists-metal; cutting 
tools; carpenter and woodwork- 
ing hand tools; general factory 
and mill supplies, brushes and 
brooms; heavy factory and mill 
supplies. 

On June 26th, the first day of 
their admittance to the sale, 750 
World War II veterans crowded 
the Naval warehouse to buy large 
quantities of the tool and hard- 
ware equipment offered. Their 
opinion, expressed almost unan- 
imously, was that the new selling 
method demonstrated at Bay- 
onne, is a great improvement 
over the old system under which 
surplus goods were bought large- 
ly from catalog descriptions 
through the 33 WAA regional 
offices. Under the “sale at site” 
plan buyers can purchase from 
samples, pay their bills and take 
care of delivery at the same 
place in the course of an hour or 
two. It is believed that com- 


of great advantage. 





WAA OFFERS HAND 
TOOLS ON FIXED 
PRICE BASIS 


More than $4,300,000 worth of | 
new hand tools are now being | 
offered in a national fixed price 
surplus disposal sale by the War 
Assets Administration’s Sales 
Group, Post Office Box 1407, 
Fort Worth 1, Tex., with all 
prices f.o.b. San Antonio, Tex., 
where the items are located. 

The tools, including wrenches, 
hammers, files, gages, levels and 
other items usable for aircraft 
and automotive repair and main- 
tenance work are being offered 
concurrently to priority claim- 
ants, veterans and commercial 
buyers. 


BRASS PLUMBING 
FIXTURES GET 15 P.C. 
PRICE RISE 
(Washington Bureau 
of HARDWARE AGE) 

An additional increase of ap- 
proximately 15 per cent over 
existing prices, effective June 
14, has been granted by OPA to 
makers of brass plumbing fix- 
tures, waste fittings and trim- 
mings. 

Additional price increases 
varying from 10 to 20 per cent 
but averaging 14 per cent for 





brass plumbing supply fittings 
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tions raise total increases for 
these items to 25 and 23.2 per 
cent, respectively, since October, 
1941, OPA stated. 

These actions provide for the 
same absorption factors as pre- 
-vious increases—that is, resell- 
ers’ prices can be increased only 
if their remaining margin is 
less than average expense rate 
and the increase is limited to the 
point that their margin is equal 
to their expense rate. 

These expense rates are spell- 
ed out in the orders as: 20 per 
cent for wholesalers, 30 per cent 
for retailers, and 40 per cent for 
chain stores. 


PRICE CONTROL ENDS 
FOR TENTS AND TARPS 


OPA has announced the sus- 
pension from price control of 
tents and tarpaulins. The sus- 
pension of these items, in an ac- 
tion effective June 19, 1946, will 
not materially affect the cost of 
living, OPA said. Most of the 
tents and tarpaulins now being 
produced are made of Army sur- 
plus duck. They are used for 
the most part for sporting equip- 
ment, though tarpaulin has some 
industrial and agricultural use. 
Though some price rise is ex- 
pected, it will not affect the 


and trimmings were announced | cost of any item essential to the 
at the same time. These ac- 


cost of living, OPA said. 





SELLING Catisfaction 









4.2 H.P 
O.B.C. Certified 






Every Blue pete 
Ribbon Champion 


bears this 





Dive Bbben 










identifying omcror 
Seal of Quality : 
| 
\d YY’ ~ 


Lucky fellow... with everything aman 
could wish for ...a new Blue Ribbon 
Champion and years of pleasure ahead 


for the entire family. 
FEATURES THAT MAKE CHAMPIONS FAMOUS 


Complete panel control with Pull-O-Matic Starter... Patented 
dual internal rotary valve... Permanently magnetized Alnico 
steel rotor magneto... Exclusive dual jet carburetion... Forged 
steel connecting rod with airplane type needle bearings. 
Lucky too, is the dealer who plans to sell Champions for the 
satisfaction of his customers will assure him an evergrowing 


volume of business. 


CHAMPION 


MOTORS COMPANY 


MINNEAPOLIS, MINNESOTA 
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and miscellaneous builders’ hardware at 
18.8 per cent above their prices effective 
Oct. 1, 1941, to each class of purchaser. 


Nails, brads and staples—Effe: 
tive June 11, OPA amended manufa 
turers’ price regulation 6 (Iron and Steel 
Products) adding another 50 cents per 100 
lb. increase to manufacturers’ ceilings on 
all types and finishes of nails and staples. 
with an equivalent increase on miscel 
laneous nails and brads sold at list and 
discount. By the terms of price schedule 
49, wholesalers will pass along the exact 
50 cents increase, noting that this mark 
up will again automatically decrease the 
percentage return to resellers. Bale tie 
wire (not the finished ties) has been au 
thorized for a 20 cents per 100 lb. ceiling 
increase. 

. 

Consumers’ goods regulation 
Manufacturers and distributors are widely 
interested in the long list of staple mer 
chandise covered by price regulation 188. 
This regulation was re-issued May 29, with 
all amendments Nos. 1 to 8 included, so 
that the order as of that date is complete 
with all additions and deletions. Copies 
of the completely amended regulation 
may be had upon application to the 
nearest OPA office. 

> * + 

Builders’ hardware Effective 
June 5, OPA issued a further modification 
of price schedule 40, authorizing builders’ 
hardware manufacturers to increase by 10 
per cent, their ceilings on these hardware 
items to each class of purchaser. Resellers’ 
mark-ups will follow the system set forth 
by price order 151, with which the trade 
is widely familiar. P & F Corbin Division 
notified its distributors on June 6, that 
by OPA authority under order L-63, the 
company will soon issue an increase up 
to 18% per cent above its prices ruling 
from Oct. 1 to 15, 1941. This will effect 
an advance of about 7.7 per cent above the 
earlier 10 per cent increase granted March 
13, 1946. 

> . > 
Chicago spring hinges—Effective 
June 7, OPA revised price order 119, au- 
thorizing Chicago Spring Hinge Co. to set 
ceilings on its line of butts and hinges 
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Resellers may pass along the increase to 
the extent of the actual dollars-and-cents 
mark-up of the manufacturer. 


* * ut 


Stainless steel knives-—Effective 
June 4, OPA announced an order under 
price regulation 188 setting prices for 
Ekeo Products Co. on two models of stain- 
less steel dinner knives and on a cooking 
timer. Dealer and consumer prices are au- 
thorized as follows: No. 300 dinner knife 
to retailers $3.60 per dozen, to consumers 
145 cents each; No. 200 dinner knife to re- 
tailers $4.12 per dozen, to consumers 52 
cents each; cooking timers to retailers 
$1.97 each, to consumers $2.95 each. 


e aa « 


Louden barn equipment A com- 
prehensive bulletin was issued to distrib- 
utors and dealers by Louden Machinery 
Co., June 1, covering the barn equipment 
situation at that date. Door hardware and 
repair prices were increased 10 per cent 
in the lists, with 30 per cent discount to 
the retailer. Farm equipment items, except 
repairs, were increased 5 per cent in the 
lists, with lists unchanged on repair parts. 
The dealer’s discount is 24 per cent. Farm 
pulley prices (decontrolled by OPA) were 
increased 20 per cent in the lists, with 24 
per cent discount to dealers. Because of 
the unsettled situation all sales are made 
by the company subject to its prices ruling 
at time of shipment. For the present, new 
price lists will not be issued. The com- 
pany comments that materials delays, due 
to strikes, together with the largest de- 
mand in their history, make deliveries slow 
and uncertain. 


* * * 


Oakes poultry goods, etc. — 
Oakes Mfg. Co. has notified its distrib- 
utors that a new price book is in prepara- 
tion, effecting an increase in prices au- 
thorized by OPA under regulation 246, 
dated May 10. The list prices of all items 
have been increased 5 per cent, and the 





wholesaler’s cost has been increased 10 
per cent. The company states that whole- 
salers may maintain their former margin 
by increasing their prices to dealers 10 
per cent over the company’s previous pub- 
lished list, dated Sept. 21, 1941. 


ea od % 


Rules—Effective May 31, OPA 
established revised maximum prices on 
Models 450 and 460 Lufkin folding rules. 
Prices by The Lufkin Rule Co. to whole- 
salers and supply houses are detailed in 
the order, while resellers will calculate 
their ceilings by adding their authorized 
customary mark-up on the nearest com- 
parable article in their line. 


* ae a 


Hammers-—By a price modifica- 
tion issued June 1, under regulation 188, 
OPA set prices for Phoenix Mfg. Co. on 
three hammer items, f.o.b. Joliet, Ill. Bull 
Dog hammers to the retailer will be at 
$8 per dozen, to retail at $1 each; Phoenix 
hammers at $10.00 to the retailer will sell 
at $1.25; and De Luxe hammers will be 
priced respectively at $12 per dozen and 
$1.50 each. 


* a a 


Lamp prices — Sylvania Electric 
Products, Inc., announces price increases 
of approximately 10 per cent for popular 
sizes of incandescent lamps and 5 per cent 
for most types of fluorescent lamps. 


* a * 


Ironers—-Effective May 29, price 
regulation 86 was modified, establishing 
ceiling prices, f.o.b. factory, for the Model 
546 Ironing Machine made by Horton 
Mfg. Co. On sales by distributors to re- 
tailers, the price is set at $32.47 each, 
and for resales to consumers at $49.95 
each, 


Tools and repair services— 
Among several June 10 actions, OPA ex- 
tended the price increase factor of 17.3 per 
cent granted April 24 to manufacturers 
and resellers of cutting tools to apply also 
to repair services on the tools affected, by 
an amendment to price regulation 581. The 
increases applied to all cutting tools, 
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tachments and accessories for machinery 
and machine tools covered by the previous 
price increase. As to hand and mechanics’ 
tools, jobbers report, for the first time, that 
deliveries are somewhat better on certain 
lines. But, they comment, service is get- 
ting worse on others. 


s os @ 


Pumps and well equipment 
Jobbers report some list prices on pumps 
and cylinders have advanced 5 per cent, 
and that dealer discount is now 20 per 
cent off instead of 25 per cent off. Re- 
pairs and accessories show no changes but 
discounts on these now 


dealer averages 


about 20 per cent. Prices on water well 
equipment, except repair parts, have ad 
vanced 5 per cent on the lists, and the 
dealers’ discount now averages about 26.66 


per cent. 
Re - - 


Plumbing drainage items—OPA 
revised price order 591, effective June 8, 
authorizing a general 10 per cent increase 
items, including 


on plumbing drainage 


back-water valves, closet fixture connec- 


tions, sink brackets and fittings, vent 
boxes and cups, etc. Four lines may be 
increased by 15 per cent, namely, cess 
pools, closet soil pipe connectors, stands 


for vertical range boilers, and traps. 
* * x 


Charcoal resales — Dealers may 
increase their ceiling prices for hardwood 
charcoal, sold in quantities of one ton or 
more, by amounts ranging from $9.50 to 
$11.80 per ton. OPA has so ruled, in an 
effective 


amendment to regulation 431, 


June 21, 
- + 
Gas radiators—Cast-iron gas-fired 


steam radiators are brought under the 
same OPA 
cast-iron radiation. Amendments to price 
regulations 591 and 272, so ordering, be- 


came effective June 25. 


pricing regulation as other 


* 7 x 


Lead products — Further details 
are available as to the June 3 increase on 
lead products, due to the 1% cent per lb. 
mark-up effective on pig lead on that date. 
The lead and lead-alloy products on which 
the mark-up may be passed along by man- 
ufacturers to the actual extent of the in- 
crease on lead are babbitt metal, solder, 
type metal, lead sheets, lead pipe, traps, 


bends, roofing flanges, lead shot, seals, 
sinkers, wire, wool, foil and collapsible 
tubes. 


. * * 


Low-pressure boilers — Effective 
June 5, OPA amended price regulation 
591, raising the ceiling prices for manu- 
facturers and resellers of low pressure 
steel boilers an additional 7.9 per cent. 
The new prices are 23 per cent above 
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October, 1941, price levels and include the 
14 per cent advance authorized on Feb. 
10, 1946. The price action was taken to 
assure manufacturers base period profits 
after recent wage and materials cost in- 
creases had reduced margins. Materials 
costs have risen almost 18 per cent and 
labor about 48 per cent October, 
1941, material and wage rates, OPA stated. 
The action is intended to give the indus- 
try the same profit factor—average indus- 
try earnings on total cost—as it realized 


over 


during the base period years 1936-1939. 
* * 

Industrial sewing machines— 

Effective June 21, OPA granted to manu- 

of industrial machines 


facturers sewing 


and equipment, a 7 per cent increase 
above their base date freeze ceilings, by 
another order under Regulation 136. The 
sewing machine increase follows an indus- 
try-wide survey covering companies making 
more than 85 per cent of the industry’s 
total sales volume. OPA said the rise is 
necessary “to enable the industry to earn 
1936-39 return on net 


its base period 


worth.” 
* * ” 
Switches and circuit breakers 
Amending price order 136, effective June 
10, OPA increases 
ranging from 10 to 15 per cent, but aver- 
194] 


distributors of 


authorized interim 


aging 13 per cent over prices, to 


manufacturers and power 
switchboard equipment, such as knife and 
enclosed switches, and circuit breakers. 
Such equipment is bought principally by 
industrial users, but small panel boards 
and circuit breakers are installed in all 
buildings where electricity is used. Be- 
cause distributors’ margins for this type 
of equipment appear to be low in com- 
parison with margins historically taken on 
similar equipment, OPA permits distrib- 
utors to increase their ceiling 


prices by the same percentage taken by 


existing 


their suppliers. 
» * ca 

Metal lath, etc.—Increases aver- 
aging 11.4 per cent over October, 1941, 
prices for certain metal plaster bases and 
plastering accessories had been authorized 
by OPA, effective June 10, 1946. The in- 
creases range from 1.9 per cent on one 
type of bullnose bead to 22.8 per cent for 
a type of 3.4 lb. metal lath. Four general 
types of mesh or rib metal lath, two of 
sheet lath and two of stucco mesh are 
covered by the action. Resellers will be 
permitted to pass on the actual dollar- 
and-cent amount of the increase in cost 
to them. To the final user, the increase in 
prices will mean an average advance of 
11.4 per cent over present ceilings. Wage 
increases were the 


and materials costs 


main factors in the price increases, the 
first since these items were brought under 
Production of metal lath 


and accessories was practically halted dur- | 


price control. 





YAINDA/ 


REGISTERED 


All-Weather Caps 





Water-repellent cloth crown 
treated with our “‘Rain-Dri” pro- 
cess. Heavy, red pile fabric ear 
and neck protector lined in sear- 
let red. Warm lining. Reinforced 
visor. Tie top. Sizes 6% to 7%. 


No. H-44 18-00 Doz. 


In Red-on-Red, Brown-on-Brown, 
Tan-on-Tan, and Gray-on-Navy. 








PLAID CORDUROY CAP 


Bright red-and-black plaid cor- 
duroy. Inside pull-down band. 
Ideal for hunting. 

Men’s sizes. No. H-115 8.50 doz. 





REVERSIBLE HUNTING CAPS 
With In-Band 


No. H-117. Heavy duty, No. H-118. Same style 
durable duck. Reversi- in Ten Corduroy. Re- 
ble red top. versible red top. 


10.50 & 12.00 Doz. 12.00 Doz. 


Newspaper ad mats furnished Sree 


Order NOW for Fall Delivery 


The GOORIN Co. 


Established 1895 


Sales Office and Warehouse 


905. Sth Ave. Pittsburgh, Pa. 





Safets 


FES Y. orf 


BELT LACING 


The all purpose belt lac- 
ing with the patented 
steel binder bars, that: 
(1) hold hooks perma- 
nently in alignment, (2) 
lap over and protect belt 
ends, prevent fraying and 
add to belt life. 


Safety Belt Lacing can be 
applied by any standard 
lacing machine vise lacer 
or put on with a hammer 
if you have an inexpen- 
sive Safety TU-WAY 


Hammer or Vise Lacer. 


SAFETY VISE LACER 


Operating by any ordinary bench vise, 
applies all standard make belt hooks. 








SAFETY BELT-LACER CO. 
5390 N. Menard Ave. Chicago 30, U.S.A. 


MN 


YA 


SEE YOUR JOBBER 


HANSON SCALE CO. 


1S N. ADA ST., CHICAGO 22, ILLINOIS 
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ing wartime as the industry’s facilities 
were converted to war production, but 
now, the price relief, according to the 
Metal Lath Industry Advisory Committee, 
“will assure resumption of the production 
of these housing items.” 


Price controls suspended—tTents 
and tarpaulins; official boy scout and girl 
scout uniforms (except footwear); woven 
decorative fabrics for the manufacture and 
repair of railroad cars, buses and _ air- 
planes; decorative fabrics woven entirely 
of paper, glass or plastics (except cellu- 
lose acetate and nylon), and pile fabrics 
produced by an electro-coating process 
were suspended from price control June 
19. Also, charges for the repair, rental 
and maintenance of public street lighting 
equipment and incidental services were 
exempted from control by OPA action ef- 
fective on that date. 


. * * 


Inventory controls — Inventory 
controls have been tightened on convector 
radiation, on GR-S (government rubber- 
styrene), the general purpose synthetic 
rubber, on special high-grade and prime 
western grade zinc and on die cast alloy 
and sheet aluminum, CPA announced. 
These controls were tightened by amend- 
ment to priority regulation 32, CPA’s in- 
ventory control regulation. The amendment 
also made some minor changes for pur- 
poses of clarification. By another recent 
action, CPA reminded manufacturers of 
jewelry and other novelty and luxury 
items that they must continue to be guided 
by the restrictions of tin conservation 
order No. M-43. CPA had noted some 
breakdown in this observance, by a ten- 
dency to use tin in the manufacture of 


these products. 


Gasoline pumps—Manufacturers 
of power operated gasoljne dispensing 
pumps are authorized to increase existing 
ceiling prices by almost 7 per cent, bring- 
ing the total increase since October, 1941, 
to 16.1 per cent. OPA amendment under 
price regulation 136, to this effect, be- 
came operative June 21. 


Replacement tire prices raised 

OPA on June 18, raised passenger tire 
prices 3.3 per cent to compensate pro- 
ducers for higher wage and materials costs. 
As a result, motorists will pay $15.70—an 
increase of 50 cents—for the most gen- 
erally used type of passenger tire, the 
popular size 6.00-16, four-ply casing. The 
higher prices also apply to motorcycle 


| tires, and the increase for manufacturers 


and wholesalers is the same as at retail— 
3.3 per cent. However, the price increase 
of June 18 covers only tires sold for re- 
placement purposes. A 4% per cent in- 
crease granted a week earlier to manu- 


facturers of tires for new cars was not 
passed on to the public. OPA also raised 
manufacturers’ and wholesalers’ prices 1.4 
per cent for truck, bus and industrial tires, 
but said that retail prices for these will 


not be changed. 


OPA emphasizes sales terms—Be- 
cause of some recent curtailment of terms 
or sales conditions by a few manufacturers, 
the National Wholesale Hardware Associa- 
tion has emphasized to its members OPA’s 
dictum on this subject, as follows: “OPA 
wants it well understood that, since credit 
terms are an integral part of a seller’s 
general price structure, the general rule 
is that any reduction in credit terms, 
whether a percentage reduction in discount 
or a reduction of time in which payment 
is made, is regarded as increasing the gen- 
eral level of a seller’s maximum prices. 
Consequently, applications for changes 
which would result in a tightening of 
credit terms, in general, cannot be granted. 
An example of the type of change which 
cannot be approved is a change such as 
from terms 2 per cent cash 30 days, net 60 
days, to 2 per cent 10 days, net 30 days.” 


* ¥* * 


Electrical appliances handi- 
capped—The acute shortage of copper 
will force widespread plant curtailment 
and shutdowns in the electric manufactur- 
ing industry beginning very soon, R. L. 
White, president of the National Electric 
Manufacturers Association, said recently. 
Mr. White said such shutdowns, resulting 
from strikes in the copper mining, smelt- 
ing, refining and fabricating industries, 
would cripple the $1,500,000,000 electric 
manufacturing industry which employs 
400,000 people and requires 50 to 60 per 
cent of all copper mined. The seriousness 
of the situation already is being felt by 
the public because lack of copper and 
brass components prevents shipments of 
otherwise completed household appliances. 
An association survey showed that the 
most immediate and drastic pinch will be 
felt by wire and cable manufacturers, fol- 
lowed by producers of electric motors and 
transformers. One of the largest producers 
predicted his plants would be shut down 
within 10 days. Mr. White added that be- 
sides copper the industry needs steel, cot- 


ton and lead. 


Magnesium an anti-corrosive— 
A rapidly developing use for magnesium 
in preventing the galvanic corrosion of 
metals holds promise of ending a wastage 
that now costs industry huge sums each 
year, says W. R. Caple, manager of the 
magnesium division of Dow Chemical Co. 
At present the 250,000 miles of subter- 
ranean gas, oil and other types of pipe 
lines in the United States have a yearly 
corrosion loss of roughly $800,000,000. 
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The galvanic corrosion that affects the 
mefal pipes is caused by electric currents 
set up through chemical reactions of the 
soil and the metal. If pieces of magnesium 
are buried beside the pipe and connected 
to it by wires, the pipe is unaffected by 
corrosion—the magnesium gradually wastes 
away instead. The Clark Water Heater 
Division, McGraw Electric Co., is putting 
magnesium rods in its hot water heaters 
to stop tank corrosion. Similar applica- 
tions are planned for storage tanks, evap- 
orators, condensers, steel piling, steel 
wharves, ship tanks and a variety of other 
metal structures. The prevention” of corro- 
sion and other newly developed uses for 
magnesium, including many that are not 
concerned with lightness, have resulted in 
a rapid increase in the consumption of the 


metal. 


Critically scarce items——CP4A’s 
latest listing (early June) of products it 
defines as “critically scarce,” includes a 
number of recent additions, On these lines, 
CPA reminds that their producers may be 
granted urgency certificates to purchase 
surplus equipment from the War Assets 
Administration. Lately added to the sched- 
ule of critical products are: Asbestos- 
cement shingles and flat sheets and 
machinery for making these; asphalt and 
tarred roofing products and equipment for 
their production; warm air furnaces; gyp- 
sum board and lath and their needed 
machinery; certain types of plumbing fix- 
tures; large power presses; copper mag- 
net wire; lead; and convector “radiation. 
The schedules had earlier comprised: Cer- 
tain types of coal and coal mining machin- 
ery; clay building products and _ their 
machinery; malleable and grey iron cast- 
ings, including cast iron soil pipe, cast 
iron radiation, and railroad car brake 
shoes; lumber, logs, pulpwood, softwood 
veneer and plywood, mill work; concrete 
building products and their machinery and 
equipment; titanium dioxide, a pigment; 
rosin, fractional horsepower AC motors; 
and electrical high-silicon sheet steel. 


* * * 


Copper supplies tight—Copper 
supplies remained tight in early June, 
despite the increase in price ceilings and 
the release of 65,000 tons of foreign cop- 
per by the Metals Reserve Co. Anaconda 
Copper Mining Co. was the only large do- 
mestic producer to qualify to sell at the 
new ceiling price of 14% cents per pound. 
Other producers continued negotiations 
with striking unions concerning wage in- 
creases, to which the ceiling hike was 
pegged. The release of foreign copper from 
government stockpile for June delivery 
found actual shipments hampered by the 
difficulty consumers had in finding the 
metal in suitable shapes. A large part of 


JULY 4, 1946 


the tonnage was reported locked up in re- | 
fineries closed by strikes. 
co * oe 
Back-logs — The Research Insti- 
tute of America said June 7 that “order 
backlogs have become fantastic in the 
cold light of production realities.” “A dras- 
tic deflation of orders on manufacturers’ 
books is in the making.” Customers have 
placed duplicate, triplicate and even quad- 
ruplicate orders to get what they need as 
soon as possible, the Institute added. The 
paradox is developing, it says, of declin- 


ing new order indices in the face of im- 


proving business. “It will be important 
to remember that despite such falling new 
order figures, unduplicated new business 
will be on the rise. The past few months 
have shown how meaningless it is to 
shower orders all over the lot without any 
real hope of deliveries.” Prices will stay 
up, according to the analysis, until produc- 
tion gets into balance with demand. Huge 
volume of production, the Institute be- 
lieves, may bring supply even with de- 
mand in many lines by the end of the 
vear—“if another strike wave doesn’t jam 
the works.” 
« * * 

A changing attitude—While re- 
tail business volume continues at record 
levels and sales of consumer durables are 
climbing steadily, retail dealers report a | 
change in the attitude of customers. The 
wartime abandon with which customers 
literally grabbed up everything offered for 
sale is waning and merchants find that the 
public is once again becoming price con- 
scious. Department stores, with a more 
flexible operation and working on shorter 
delivery schedules than manufacturers, are 
still pursuing their generous buying poli- 
cies of the last few years, but are becom- 
ing more selective in their buying and are 
limiting themselves from a time, rather 
than quantity, standpoint. They will still | 
buy all they can get of what they want | 


for immediate or early delivery but they | 
are being cautious about heavy commit- 
ments for goods to be delivered in several 
months. Many’ merchandisers predict 
that supplies of most consumer goods will 
be ample enough by next year, and that 
inflated prices will begin to break. Some 
fix the time of the price decline they ex- 
pect as right after the 1946 Christmas 
rush. But.by and large, in the lines that 
consumers seek most today, there are only 
scant inventories still in department store 
or mail order shelves. 


* * * 


Steel production rising—In the 
third June week, steel ingot production | 
hit 86 per cent of rated capacity, within | 
three points of the pre-coal strike level, | 
The Iron Age reported. “For the first time | 
since the steel strike,” it said, “sheet and 
strip customers of some firms are in a 
position to expect shipments to the full 
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Combination Cellulose Sponge 
Head and Rubber Squeegee 
Price 5%¢ 


Cleans Windows with Less Work. 
A natural sales leader that catches hold 
immediately . . . the Minute WINDOW 
BRUSH does two operations better .. . 
by itself. First, the long-lasting DuPont 
Sponge Head rinses, quickly loosens and 
dissolves dirt and grimy film. Then, when 
brush is turned around the combination 
SQUEEGEE wipes the glass surface 
sparkling bright. No muss—chamois and 
cloths eliminated. Prevents hands raw 
from rubbing. Ideal for any size—pic- 
ture window to casement pane. Many 
other cleaning uses. VOLUME SELLER. 
Instant buy appeal. Brings steady good 
profits. Now is the time to introduce the 
Minute WINDOW BRUSH! 


CASH IN—Stock the 
Complete Minute Mop Line 


Women want and need al! the Minute 
Mop handy household helpers. Made 
of DuPont Cellulose Sponge. Each 
item is a stor seller because it saves 
them time and trouble on a burden- 
some, daily cleaning chore. Great 
new Display Stand furnished free 
\ with 78-piece introductory assortment 
Ask your jobber or write us today for 
\ details 


MINUTE MOP (0. 


ss 3 E€. 23 068. Se, 


“o-oo. 4 CHICAGO 16 ILL. 





118 





| extent of their quotas, although these may 
| fall far short of what they would like to 
| receive. It may be September before the 


| unbalance in steel products is eliminated, 
| allowing manufacturing concerns to reach 
the highest point of efficiency in their 
production.” Steel companies have no way 
| of knowing the magnitude of duplications 
lin steel ordering, said The Iron Age, but 
it is considered heavy. Some steel ob- 
servers fear the unusually large backlogs 
will be whittled down rapidly as duplica- 
ltions are cancelled. 


* * - 


More furniture expected-—Fur- 

|niture production should increase “ma- 
' terially” in the next 12 months, barring a 
| new series of strikes, according to a late 
survey of the industry, With 1,000,000 

|homes annually expected to be con- 
| structed in the next 10 years, a great de- 
{mand for furniture and furnishings will 
lhe added to “the vast pent-up require- 
ments which have accumulated for nearly 

| 20 years,” according to Seidman & Seid- 
'man, industry analysts. However, their 
survey cautions that the present sellers’ 

market will not last forever, and that 

“when the abnormal catch-up period is 

over, there is every indication that the 

customer again will be boss.” Demand 

for furniture will be at its peak in the 

rather early future. Wood household fur- 

niture manufacturers showed an average 

net profit of 9.4 per cent after taxes in 

| 1945 as compared with 14.2 in 1941, but 
| the 1945 sales volume of the nation’s fur 
| niture plants amounted to $775,000,000, a 
shade greater than in 1944. The 1945 
| total included $674,000,000 worth of ci- 
| vilian furniture, $18,000,000 in war fur 
j niture, and $110,000,000 in non-furniture 
| war products. 
| * * * 


Radio sets—Last week, the U. S. 
| Census Bureau reported that 916,701 radio 
sets were produced in March, 27 per cent 
more than in February and about 90 per 
cent of the average monthly output in 
1941. The output included 636,570 home 
radios, exclusive of radio-phonograph com- 
binations and battery sets. But the ratio 
was one console to 60 table sets compared 
with the 1941 ratio of one to six. Produc- 
| tion of 82,777 radio-phonograph combina- 
tions was slightly above the 1941 monthly 
average, but production of television sets 
| was “negligible.” 


New building materials-——A 
promising array of new building materials 
is being developed by private industry 
which is expected to result in the con- 
struction of more homes under the Vet- 
}erans Emergency Housing Program than 
would otherwise be possible, says Housing 
| Administrator Wyatt. “While utilizing all 


} 
| possible means to expand production of 


traditional materials, we are also encourag- 
ing the full development of new materials,” 
he comments. “A reputable corporation 
claims, for example, that it can produce, 
at a very low cost per cubic foot, a new 
material for 200,000 to 300,000 dwelling 
units a year—without any drain on conven- 
tional building’ materials; several other 
concerns report new materials of weight 
and cost far less than ever achieved be- 
fore.” The products now under survey fall 
into two general classes: panels or entire 
dwelling units made from lightweight con- 
crete; and structural panels made from 
plastics, aluminum and other substitutes 
for lumber and plywood. The lightweight 
concrete products vary as to ingredients 
and fabrication. Many of them utilize 
waste materials such as slag, wood chips, 
waste paper, tree bark, and cotton hulls 
mixed with cement. These lighten the 
product, make it possible to mold large 
panels, and provide good insulating prop- 
erties. Such new-type precast concrete 
panels or sections are usable as floors, 
walls, partitions and even roofs. Also, 
there are a large variety of lumber and 
plywood substitutes which use various 
types of plastics, some bound and covered 
with metal. Some have insulating mate- 
rial enclosed between the sheets; others 
rely on the insulating value of the sheets 
and the dead air space between them. 
Hopeful as are the newly-developed mate- 
rials, there are still two handicaps to 
their widespread use: (1) the problem of 
joining together some of the new panels. 
and (2) antiquated building codes that, 
to favor conventional materials, require a 
certain wall thickness regardless of the 
strength of the material. Both problems 
are being tackled, as a vital part of the 
Veterans Emergency Housing Program 
with all communities being urged to mod- 
ernize their codes. 
* * + 


Bommer spring hinge lines 
Bommer Spring Hinge Co., Inc., Brooklyn, 
N. Y., recently announced that in accord 
with permission granted by OPA, effective 
June 14, price advances on cerain items 
of 10 per cent or 13.5 per cent, Included 
in the items advanced 10 per cent were 
Keilson Government-Approved Apartment 
House Mail Boxes. Among the items ad- 
vanced 13.5 per cent were single vestibule 
letter boxes, locks, keys, mouthpieces, re- 
ceptacles and push buttons. All billings as 
of June 15, 1946, will be on the basis of 
these revised prices, under OPA Supple- 
mentary Order No. 151. 

* * *@ 


Price controls lifted—On June 
12, OPA suspended price controls on sev- 
eral types of metals, lumber and container 
products. Controls were lifted on chrome 
ores, ferro silicon and silicon metals, ferro 
chromium and chromium metals, tungsten. 
molybdenum, vanadium, cobalt and various 
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other alloys. It also suspended some con- 
trols on milk bottle crates, sitka spruce, 
cigar box lumber and shooks—all “because 
they are not important in the cost of liv- 
ing, and because the administrative bur- 
dens do not justify continued controls.” 
The supply of most of these items is ample 
to meet demands and many have been sell- 
ing at below ceiling prices. 
& x -” 

Packages and packing — Manu- 
facturers’ ceiling prices for strawboard 
corrugating material were increased 7 
cents per thousand square feet, in an OPA 
move to stimulate production, effective 
June 15. An increase of 10 per cent in 
producers’ prices of wood excelsior and 
wood wool made in Michigan, Wisconsin 
and Minnesota was also authorized by 
OPA, effective June 15. 

* * * 

Rotenone insecticides—With the 
establishment of higher purchase prices in 
a new buying agreement between the 
United States and South American sup- 
pliers of rotenone bearing materials, OPA 
has announced increases in importers’ 
ceilings of 3 cents a pound on rotenone 
bearing roots and of 4 cents a pound on 
rotenone bearing powder. New importers’ 
ceilings will be 28 cents a pound for roots 
and 39 cents a pound for powder, landed 
at New York, both effective June 18, under 
price regulation 298. 

* t « 

Leather ceiling raised—Effective 
June 7, OPA granted the expected leather 
price increases, raising the possibility of a 
price rise for shoes and other leather man- 
ufactures later. OPA said a decision on 
shoe and other leather product prices “will 
be deferred until surveys of producers’ 
costs have been completed.” Tanners were 
given a 6 per cent general increase to 
offset higher labor and materials costs, to 
apply on all types of tanned leather except 
chamois, reptile, aquatic and _ ostrich 
leathers. In addition, producers’ ceilings 
on goatskin and kidskin leather, processed 
from imported raw skins, were increased 
10 per cent to cover higher skin costs. 
Resellers of goatskin and kidskin leathers 
were given a 9 per cent increase. Very 
recently, OPA raised retail prices 10 to 
15 per cent for shoes generally selling at 
$5.50 or less, restricted to standard types 
which were being made in 1942. OPA 
officials have expressed the opinion that 
manufacturers and dealers probably could 
not-absorb any new production cost in- 
creases. If the cost survey under way 
shows this, prices probably will be in- 
creased further on shoes, and perhaps 
other leather products. 

a - * 


Late price actions — Effective 
June 8, OPA authorized an increase of 
28 per cent in ceilings on repair and re- 
placement parts for hand lawnmowers, 
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RAYFLEX BLADE can 
make lawn mowing a plea- 
sure! Your mower will push 
100% easier—give ai uni- 
form shear. Indestructible 
and razor-keen, it's flexible 
precision-tempered steel edge 
thrives on stubborn lawns. 
Attaches quickly to any 
mower with a removable 
blade, remains in constant 
contact with revolving cut- 
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win customer 
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No. 701—100 watt DRAKE Solder- 
ing Iron. Same type iron comes 
in 60 and 150 watt ratings. 


For over a quarter of a century— 
DRAKE Soldering Irons have been a 
quality product of precision manu- 
facture—keeping constant pace with 
progress. Widely advertised—they 
sell quickly and profitably. 


With industry rapidly 
reconverting to peace 
time production—there 
is a big market for 
Drake Soldering Irons. 
Remember — there is 
a Drake Iron to meet 
every need and pur- 
pose. It will pay you 
to feature them. 
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and an increase of 18 per cent on parts 
and repairs for small electric appliances. 
Both increases are applicable at all sale 
levels. An increase of 13 per cent over 
Oct. 1, 1941, prices was authorized for 
iron and steel windows by an OPA amend- 
ment to price regulation 591, effective 
June 14. Manufacturers of the moderate 
and low-priced household chinaware known 
as “semi-vitreous” have been given an in- 
dustry-wide increase amounting to 7 per 
cent on existing prices, effective June 13. 
An additional increase of approximately 
15 per cent to existing prices was granted 
to manufacturers of brass plumbing fix- 
tures, waste fittings and trimmings by 
OPA, effective June 14. 
* * * 
Other price moves — National 
Lock Co. advanced the price of certain 
items of stamped hardware 8.2 per cent, 
effective May 29, under authority of OPA 
amendment 32 to price regulation 136. 
Steel wool was advanced two cents per 
pound on May 29, when this commodity 
was suspended from price control. Be- 
cause of increases in the price of primary 
lead, OPA authorized price advances for 
pigments and pastes with high lead con- 
tent, effective June 7. To compensate man- 
ufacturers for higher production costs 
caused by the June 3 lead price increase, 
manufacturers of lead acid storage bat- 
teries and cells and plates used in them 
were granted an increase in prices for 
these products, effective June 11. Manu- 
facturers of armored cable have been 
given a second interim price increase aver- 
aging about 11.3 per cent on present maxi- 
mum prices, OPA announced, effective 
June 14. OPA announced price increases 
averaging 11.4 per cent (over Oct., 1941, 
prices) for certain metal plaster bases and 
metal plastering accessories, effective June 
10. An interim industry-wide 8 per cent 
increase, over the base date price levels, 
was authorized for manufacturers of dairy 
machinery. This rise, says OPA, “was 
necessary to relieve the industry from im- 
mediate hardship and to encourage con- 
tinued output.” Price increases were ap- 
proved, averaging 13 per cent, for manu- 
facturers and distributors of power switch- 
board equipment, such as knife and en- 
closed switches and circuit breakers, effec- 
tive June 10. At the same time, OPA 
granted increases of 10.4 per cent for 
manufacturers of “frit”—the basic glaze 
component for vitreous enamel—to com- 
pensate for increased wage and material 
prices. 
7 * > 
Auto output handicapped—Con- 
tinued shortages of parts and materials, 
particularly wire springs for seat cushions 
and backs, still are retarding automobile 
and truck production this month. Trade 
experts, surveying production problems, 
see little hope for a major upturn in car 


output until late July or early August. 
The total June output, according to 
present indications, will not materially ex- 
ceed May assemblies, which were approxi- 
mately 225,000 units. Dealers are still 
complaining about OPA’s cut of 84 per 
cent in their discount rate. They feel that, 
confronted with higher costs, they should 
receive their “traditional” discount of 24 
per cent, until the average production rate 
of automobiles, for a six-month period, has 
equalled the average of the 1939-41 period. 
* * * 
Greater rubber capacity — The 
United States has plant facilities for the 
production of about 1,200,000 tons of syn- 
thetic rubber annually, a recent survey 
disclosed. Against this large production 
capacity, estimated consumption in the 
next five years is expected to average about 
825,000 tons annually, with this year’s 
total about 900,000 tons. The heavy de- 
mand for rubber, to make up for supplies 
that could not be obtained during the war, 
is keeping all except a few of the plants 
built for the government in operation. The 
1,200,000 ton national capacity includes all 
types of synthetic rubber, but the larger 
part of the capacity is for the manufacture 
of the GRS type of synthetic, used for the 
production of automobile tires. 
a * fe 
Cotton at new “high’—Cotton 
futures have risen sharply this month, 
with dealings marked by heavy mill buying 
against textile orders. This in turn en- 
couraged short covering and new commis- 
sion house buying. Growing sentiment 
that price control would be curtailed ap- 
peared to be the principal factor behind 
the buying. March, 1947, deliveries sold 
at 29.71 cents a pound, on June 13, the 
highest level in 23 years. All deliveries 
were at new seasonal highs. 
7 * > 
Grain crop prospects good — 
Another 1,000,000,000-bushel crop of wheat 
for the United States, the third in suc- 
cession and the fourth in history, is indi- 
cated by the Department of Agriculture in 
its June report. Winter wheat prospects 
are better than a month ago. Condition of 
spring wheat is below average. A big 
crop of oats is indicated, though not as 
great as last year’s “bumper.” Harvesting 
of the winter wheat crop already has 
started and consequently can be expected 
to improve relatively little, but it is pos- 
sible for the spring wheat crop, which will 
not be ready for harvest until late in the 
summer, to increase over prsent indica- 
tions. The government left unchanged its 
plan to ship 250,000,000 bushels of wheat 
abroad from the 1946 crop. Plans also 
were made to continue conservation mea- 
sures during the next 12 months, including 
the “dark bread” program and curbs on 
flour distribution. The latest weekly crop 
bulletin said that generally fair, sunshiny 
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weather was favorable for corn planting 
and cultivation. Planting is nearing com- 
pletion, and cultivation has made rapid 
progress. The corn crop generally is up 
to good stands. 

* . . 

Retailing reports—Sales of the 
nation’s department stores increased 39 
and 36 per cent respectively, in the week 
and four weeks ended June 8, compared 
with corresponding year-ago periods, ac- 
cording to the Federal Reserve Board com- 
The Department of Commerce 
recently released April statistics, which 
showed that total sales of the nation’s re- 
tail stores during the month, estimated at 
$7,400,000,000, increased 35 per cent in 
dollar volume from April of last year. 
Chain store and mail order sales in April 
totaled $1,667,000,000, an increase of 43 
per cent from April, 1945. Among the 
largest gains were furniture and house 
furnishings, up 56 per cent, hardware up 
42 per cent and building materials up 28 
per cent. Stocks of automobile acces- 
sories, hardware, and variety items were 
higher at the end of April than a year ago. 
However, stocks of building materials were 
30 per cent lower. 


pilations. 


. . . 
Wholesale gains — According to 
the Bureau of the Census, the dollar vol- 
ume of merchant wholesalers’ sales in 


April were at an all-time high. For the 
first four months they were 20 per cent 
higher than a year ago. The dollar volume 
was double that of the similar 1939 period. 
On April 30, inventories rose 19 per cent 
from last But, despite price in- 
creases, the dollar volume of inventories 
is still somewhat below the 1942 level. In 
terms of physical volume, many lines have 
shown little improvement from the war- 
time low. Among trades showing inventory 
improvements in terms of cost value, com- 
pared with the end of April, 1945, were 
jewelry, 77 per cent, and furniture, 58 per 
Decreases were noted in supplies of 


year. 


cent. 
paints and varnishes, farm supplies, and 
lumber. 

* * * 

Ratio of failures low—The num- 
ber of business failures in the United 
States in proportion to the business popu- 
lation is “probably” at the lowest level in 
history, although the average liability for 
each failure has more than trebled since 
1942, Dun & Bradstreet, Inc., said this 
month. A series of charts released by the 
agency showed that while business failures 
decreased in number in the war years, the 
decline during World War II was most 
pronounced. Dun & Bradstreet reported 
that in 1915 there were 22,156 failures, 
and in 1919 the number decreased to 6,451. 
In 1939 business casualties totaled 14,768 
and in 1945 dwindled to 810. 


* al * 


Worker totals gain--The num- 
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ber of employed rose to 55,320,000 during 
May, the census bureau estimated. The 
770,000 increase over April was attributed 
to seasonal expansion in agriculture. Non- 
agricultural employment failed for the 
first time in two months to show an in- 
crease and remained at about 46,500,000, 
the bureau said, adding that work in this 
field was “affected by the nation-wide coal 
strike.” The number of unemployed was 


unchanged in May at 2,310,000. 
* ~ s 


Increased cooler output—Post- 
war output of water coolers will be more 
than 100,000 a year, compared to pre-war 
production of 50,000 annually, the Re- 
frigeration Equipment Manufacturers As- 
sociation prophesied recently. This doub- 
ling of production will be caused not only 
by the pent-up demand from years, when 
no coolers were available, but by increased 
use of refrigeration facilities, the iudustry 


claims. 


The radio outlook—The imme- 
diate future of radio production was the 
subject of a recent conference of the Radio 
Manufacturers Association, in Chicago. 
R. C. Cosgrove, vice-president of Crosley 
Corp., and the association’s president, 
said that, unless the tight lumber supply 
eases, there is little prospect of a sub- 
stantial volume of console radio sets this 
year, even total production of 
receivers may approximate the 13,000,000- 
unit output of 1941. The industry has 
been turning out 1,000,000 sets a month 
for the last three months, but almost all 
Lumber for 


though 


has been in small table sets. 
consoles is almost unobtainable, because 
wood-workers find it more profitable to 
turn out furniture than radio cabinets. It 
is probable, therefore, that in the next six 
months, only 10 to 15 per cent of output 
will be in large cabinets. Another ob- 
stacle to production is the current scatter- 
ing of parts supplies inventories, Mr, Cos- 
grove stated, due to the larger number of 
radio manufacturers in business now than 
before the war, 54 then compared with 170 
now. Also, the industry is still con- 
fronted with tube and condenser shortages 
resulting from strikes. Average prices of 
radios have gone up about 30 per cent to 
distributors, because of high labor and 
materials costs, but because of the indus- 
try’s cost absorption policy the price to 
customers has increased only about 20 per 


cent. 
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~ SELL 
7 FEATURES 
THAT MAKE 


THE FINEST 
STEEL TAPE 
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Unsurpassed 


accuracy 


Graduations 
both sides 


% 
4 


Simple 
replaceable 
blade 


Chrome plated ied 
a MT 
case 
measure 


Positive 
lever 
lock 


MASTER RULE MFG. CO., INC. 
201 NORTH MAIN STREET 
WHITE PLAINS, N. Y. 


BRANCH: P. O. BOX 1587, OAKLAND, CAL.. 


MASTER: 
Ww pe RULES, . 
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‘Englishtown’ 2520 Quarry St., Chicago 5. They consist ‘Take With’ Chair 


. of a pack of large, separate color chips, The “Handy Sport Seat” is designed for 
Stainless Steel Cutlery 2'4 by 3% in., fastened together at one the beach, boating, sports events, picnicing 
The new “Dover” pattern is the first point to permit fanning out. One sample and camping. Light in weight, it mea- 
of a series of “Englishtown” patterns to can be selected and accurately studied sures only 13 by 14 inches when folded, 


: while the rest remain under cover. Also, 
be manufactured of mirror-finish stainless tae 
two or more combinations can be checked 
for a proper color scheme. On back of 
each color chip of the four interior paint 
lines is given the exact matching color 


name and number for the other three. 


Soldering Iron Has 
Thermostatic Control 


The “Kwikheat” soldering iron, with 
built-in thermostatic heat control, is avail- 
able in 225 and 450 watt sizes. The new 
150 watt iron is supposed to have ample 
power for most any soldering job includ- 





and may be tucked under the arm like 
brief case. Has “s-in. iron frame. Up- 
right portion has curved metal back rest. 
Seat itself padded with cotton batt and 
covered with patterned striped canvas 
cover, claimed to be of long-lasting qual- 
ity. Immediate delivery. Packed in cartons 
of six, with a total shipping weight of 20 
lbs. per carton. To sell for $2.95. Na- 
tional Sales Office of The Midwest Co.. 244 
Plymouth Bldg., Minneapolis 3. 





steel. This tableware, in a 24-piece service 
for-six, has a mirror-like gleam, achieved 
by hand-polishing operations. Requires no 
polishing; is tarnish-proof; has no plate 
to weer off. Said to improve in lustre with 
wear. To retail for $10 for the complete 
24-piece set. Englishtown Cutlery, Ltd., 
276 Fifth Ave., New York City. 


Plastic Clothesline 


The life of “Kordite.” with smooth white 
plastic surface. is claimed by Kordite 
Corp., Victor, N. Y., to be five times that 
of braided cotton clothesline. Damp cloth 
tion of paint colors and paint combina wipes it clean and dirt cannot enter im- 
tions, from home interiors to tractors, are ing sheet metal work, yet because the permeable “hide” according to maker. 
Said not to sag with use. To sell for 


patented thermostat, the same iron can $1.49 for a 50-ft. hand and $2.95 for th 
. ° ~ ei. a ‘ - . L lew Fe 0 e 
be used for delicate radio work. Seven 


different tip styles can be interchanged on 
the 450 watt iron and a new extra-heavy 
tip takes advantage of the full power. 
Claimed to be ready for use only 90 sec- 
onds after it is plugged in. Because it 
doesn’t overheat tips are claimed to last 
longer and require tinning less often. 
Weighs only 25 oz. with heaviest tip. Cool 
takelite handle. Made by Sound Equip- 
ment Corp. of California, 3903 San Fer- 
nando Rd., Glendale 4, Cal. 
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Color Pack 
Paint Selectors 





Color Packs, a new method for the selec 


j - > > » 1 > 
heing advanced by the Martin-Senour Co.. power is always kept under control by the 


double-length package. 


























Sandvik Saw Tools 


Offer You EXTRA Profits 





SANDVIK SAW Set No. 111 


Soaring sales figures prove that dealers everywhere are mak- 
ing extra profits by selling SANDVIK Saw Tools right along 
with SANDVIK Bow Saws. A natural "tie-in" for alert dealers. 


Especially designed by our engineers for use on SANDVIK 
Pulpwood Saw Blades, the No. 111 SANDVIK Saw Set is ideal 
for setting all Pulpwood and Buck Saws. All essential parts 
are case hardened. 


+123 Raker G e 
Other SANDVIC {26 per Tool 
Saw Tools 


{+127 Saw Vise 


Stock Them - Show Them - Sell Them 
ok andvik faw & foo/ 


CORPORATION 
47 Warren Street New York 7, N. Y. 
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TANK HEATERS ‘VY 


"America’s Finest Line 


of Tank Heaters” 

Standard the country over! The favorite 
water tank heater for stockmen every- 
where, because they provide greatest pos- 
sible heat radiation below the water line. 
Siphon feed assures steady flow of fuel, 
steady heat. No wicks, or burner to get 
out of order. Used also for brooder stove, 
hot dip tanks, space heater, feed cooker, etc. 


Efficient! Economical! Oil Burning! 


Burns all kinds of fuel oil. Equipped with 
detachable fuel tank, weather shield, and 
adjustable smoke pipe with revolving hood. 
Complete line. All steel or cast iron. 
Order Now! Get In Ahead Of 
The Rush! Write For Descrip- 
tive Literature and Prices! © 


GUGHRICIG MANUFACTURING COMPANY 


211 Main Street GEORGE, IOWA 


MODEL 
Cs--5 


SELF - SINKING 
all cast iron model 
with 5” flue. Mod- 
els for every pur- 
pose. Retailing 
from $18 up. 
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PUT YOURSELF 
IN HER SHOES 


The shopping shoes of today’s consumers carry them 
unerringly to the stores that offer quality. You know 
that and are guided in your buying by putting your- 
self in the customers’ shoes. 

Judd American Beauty Curtain Rods offer con- 
tinued high quality at maintained low prices. Quality- 
conscious customers are quick to recognize the beauty 
of their off-white finish, the sturdiness of their con- 
struction, their capacity to hold firmly even under 
the weight of heavy curtains. 

Those are quality features, wanted features, selling 
features. Give customers what they want. Place your 
order for Judd Amefican Beauty Rods 





H. L. JUDD COMPANY, Wallingford, Conn. 
87 Chambers Street, New York 7, N. Y. 











LOAD BINDERS 






MIOGET 
(1 swivel) 14” chain 
LTA 













(1 swivel) 44” chain 
(2 swivels) 44” chain 
MALLEABLE 1RON 


LOAD BINDER 
Heet Treated 






LONE STAR No. 1—14 Ibs. 
(2 swivels) 46” and 5%” chain 
LONE STAR No. 2— 16341 bs, 
(2 swiveis) 44” and %" chain 


DROP FORGED 
LOAD BINDER 
Heat Treated 





No. 1 —10!bs. 
(2 swivels) 34” and 14” chain 
No. 2—1744 Ibs. 

(2 swivels) 34” and 5%” chain 







STEEL CONSTRUCT! 
WIRE STRETCHERS 
No. 3~—3 Pulleys, plain bearings, %" rope 
No. 33—3 Pulleys, roller bearings, %"" rope 
No. 4—4 Pulleys, plain bearings, ?.. rope 
No. 44—4 Pulleys, roller bearings, * rope 
No. 88—4 Pulleys, roller bearings, '/2"" rope 


DURBIN-DURCO 
Manufacturers o f Certified Specialties 
Drop Ferged and Malleabie iron 

6611 OLIVE S7.ROAD — ST. LOUIS 5, MO. 
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“ARMSTRONG BROS." 


Pipe Vises are improved tools; quick-action 
“Hinged” vises have unbreakable drop forged 
hooks. Like “Open Side’ vise have solid 
lower jaw which prevents bending of small 
or thin wall pipe. The “Chain" Vises also 
have patented I-piece jaws that prevent kink- 
ing of small pipe and are all steel construc- 
tion with drop forged jaws, base and 

handles and prool-tested chains. 















Write for catalog 









ARMSTRONG BROS. TOOL CO 
; ae < ( 


FRA? ) AVE CHICAGO 
& Sales: .19 










? Lafayette St. New Y 
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Notching Device for 
Model Plane Builders 


The “Top-Notcher” with a gentle pres- 
sure notches wing ribs, spars and formers 
for model planes. Made of heavy gage alu- 





minum, sharp cutting blade and tempered 
spring. Packed in individual boxes. To sell 
for $1. Comet Model Airplane & Supply 
Co., Inc., 129 W. 29th St., Chicago 16. 


Lockwood Issues 
Simplified Specifications 


\{ guide in the selection of locks and 
hardware and an aid in writing finishing 
hardware specifications for six types of 
buildings. Door openings in apartments, 
residences, hospitals, hotels, institutions and 
schools with the proper size of door closers 
and butts, miscellaneous hardware and 
types of locks are provided in charted 
form. This 20 page, illustrated catalog 
entitled, “Lockwood Finishing Hardware 
Simplified Specifications,” gives specialized 
ind technical information in concise, prac- 
ical form, as to style and finish, and proper 
locks with trim. The catalog was prepared 
by the Lockwood Hdwe. Mfg. Co., Fitch- 
burg, Mass. 


Grinding, Polishing Head 


“Handy Head,” now being distributed 
nationally by John A. Christensen, 7916-17 
Empire State Bldg.. New York 1, is de- 
signed for grinding, wire brushing, sand- 
ing, polishing, buffing and drilling, on 
wood, metal or plastics. Equipped with 
Torrington needle bearings and the new 
Jacobs “Hand-Tite” chuck. Frame of one 
piece aluminum casting. Spindle %-in. 
diameter cold rolled steel, 9%4-in. long, 





with hardened polished bearing surfaces. 
Self-centering chuck, with 3 machined, 
hardened and ground jaws mounted in neo- 
prene. 2%-in. hubless “V” pulley, mounted 
to permit driving from below, above or rear. 
Base overall 4 by 4 in. Height to center of 
spindle 6 in. Spindle with chuck overall 
length 10 in. Finished in red enamel. 
Packed in individual cartons, six to ship- 
ping carton, weight 22 lbs. GHI, with 
Jacobs chuck, as shown, lists at~* $7.50 
GH2, identical, without chuck, lists at $6.40. 


“FourTee” Golf Cap 


The “FourTee,” practical and smart new 
golf cap has a band across the front which 
holds four tees. Extra long, reinforced 
visor. Tailored of white twill. Packed 1 doz. 





to box, assorted sizes, $12 doz. Suggested 
retail price $1.95. The Goorin Co., 905 
Fifth Ave., Pittsburgh, Pa. 





‘DDT Lite’ 
Attracts, Destroys Bugs 

This patented device for killing insects 
attracted to light at night consists of an 
ordinary elecric light bulb encased in a 





wire cage coated with D.D.T. crystals. 
Destroys moths, mosquitoes, beetles and 
other bugs. D.D.T. Lite, Inc., 3757 Wilshire 
Blvd., Los Angeles, also producing snap-on 
screen which fit bulbs already installed. 


Price Correction 


The electric heater of the “Astor” Line 
of the Union Products Mfg. Co., 35 Park 
Place, New York City, described on page 
208, of the June 20 issue, had an O.P.A. 
ceiling price of $8.95 instead of $7.95, the 
price originally quoted. 
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WHATS NEW 





Chrome and Metal Polish 


Designed primarily for cleaning auto- 
mobile fittings and imparting a high luster, 
a new chrome and metal polish has been 
announced by the Finishes Division of the 
DuPont Co., Wilmington 98, Del., as an 





CHROME 


POLISH 





addition to its No. 7 Line of automotive 
products. Polishes nickel, brass, copper 
and stainless steel. Packed in 8-ounce 
bottles to retail for $.35. Dealer’s cost 
$.21 in doz. lots. 


Flame-Thrower Made By 
Ker-O-Kil Mtg. Co. 


In an editorial description of the “Ker- 
O-Kil” Flame-Thrower, weed burner and 
disinfecting torch, which appeared in the 
““What’s New” section of the April 25 is- 
sue, it was incorrectly stated that the 
torch was made by the Brower Mfg. Co. 
The Ker-O-Kil Mfg. Co. of Redwood 
City, Cal., and Gettysburg, Pa., claims 
ownership of the trade name “Ker-O-Kil,” 
it has registered in the U. S. Patent Office. 
R. M. Starner, co-owner of Ker-O-Kil 
Mfg. Co., states that his firm has supplied 
the Brower Mfg. Co., as distributors, for 
more than eight months but that the 
Brower firm is in no sense the manufac- 
turer of the item. 
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Westinghouse 
Insecticide Bomb 


Designed to release by automatic finger- 
touch control DDT and Pyrethrum in 
highly atomized form to kill mosquitoes, 
flies, moths, bedbugs, ants and other in- 
sects, the “Bug Bomb” aerosol dispenser is 
announced by the Westinghouse Electric 


Corp., Electric Appliance Div., East 
Springfield, Mass. Green with orange-red 
label. Contains 15 ounces of 1% DDT, 


3% pyrethrum extract (20%), 12% hydro- 
carbon distillate, 84% Freon-12 (dichloro- 
difluoro methane). Non-inflammable, non- 
combustible. Contains enough solution to 
spray 150,000 cubic feet of space or 150 
normal size rooms. Developed for the use 
of the armed forces. 


‘Strike-O-Lite’ 


“Strike-O-Lite” lighters are available in 


four lustrous colors, said to be chip-proof. 


Weighs an ounce. Strikes like a match; 





no wheels or moving parts. Long-life 
flint in base is easily replaced. Asbestos 
wick requires no replacement. Felt lining 
holds normal three-week supply of fluid. 
Retails for $.85. Easel counter card packed 
with every gross. Ex-Cell-O Machine 
Products Co., 4800 Delmar Blvd., St. Louis, 
Mo. 
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Natieral 


Always 
denendalle / 


No finer tribute could be our reward for an 
earnest endeavor to build a worthy product. 








The wide endorsement National Builders’ 
Hardware has received from architects, 
contractors and builders everywhere is a 
safe buying guide for those who oppreci- 
ate the importance of selecting hardware 
that delivers long, dependable service. 
Designed right and built right to withstand 
hard use in every climate, this hardware 
is well worthy of recog- 
nition. Specify National! 
The complete line em- 
braces practically every 
requirement for builders’ 
hardware. 


IAL MANUFACTURIRB 








Solid Steel 


ROD 





For Volume Sales 


Production of Premax 
Solid Steel “Rods is in- 
creasing rapidly — and 
soon there will be 
enough to supply every 
dealer. 

In the meantime keep in 
touch with your jobber 
to secure the earliest 
possible delivery of 
these best selling fish- 
rods. 





Fremax Froducts 


Division Chisholm-Ryder Co., Inc. 


4601 Highland Ave. Niagero Falls, N. Y. 
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BELT HOOKS 








both types! 


WIREGRIP Belt Hooks that can 
be applied with any make lacing 
machines, have double (patented) 
aligning cards that hold hooks in 
perfect alignment, prevent han- 
dling and card-end loss— every 
hook saleable and usable. Made in 
6 sizes. 

STEELGRIP Belt Lacing is applied 
with a hammer. Comes in 11 sizes, 
in standard boxes, handy packages 
or long lengths for wide conveyor 
belts. Have 2-piece hinged rocker 


pins. 
Priority Business 
—is waiting on belt lacing at local 
plants and schools. 
Write for Catalog 
ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 





Prompt deliveries 


y 





5348 Northwest Highway, Chicage 30, U.S.A. 

















Another meted Feature 
“EFLEXI-GRIP” CATCH 





Door closing — 
Flexicoil spring 
compres 





Disiz, “gece 


securely closed. 


Exclusive “floating fingers” with 
Lifetime conical spring action pro- 
vides velvet-smooth closing of 
door, yet holds door securely in 
closed position. Markers on strike 
assure easy and accurate installa- 
tion. Elongated screw holes pro- 
vide perfect adjustment. 


ASK YOUR JOBBER 





AMERICAN CABINET HARDWARE 


en ee ON 


ROoOCcCKFORODO PLELIENOTS 
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WHATS NEW 





‘Stikit Wikit’ 
Lawn Fences 

The “Stikit Wickit” comes in three 
styles, three sizes and three colors, and 
can be combined in many ways to form 
attractive lawn fences. Can be quickly in- 
stalled either as a permanent low fence or 
as a temporary guard, and may be easily 
moved from place to place. Legs 12 in. 
apart. Acid cleansed to prevent rusting 
Shoulder designed as handhold or as place 
to hammer. Comes in standard, chapel and 
floral styles. All styles in green; yellow 





and white slightly higher. Of % in., % 
in. and % in. rod. Stikit Wikit Co., 50 
H St., N. W., Washington 1. 


‘ 


Hammered Aluminum 
Casserole Dish 


This hammered aluminum casserole dish 





has a “Pyrex” insert. Base has floral de- 
sign. Diameter 11%-in., excluding han- 
dles. Other hollowware items in the “Vic- 
tory Pattern” of Lehman Bros. Silverware 
Corp., 197 Grand St., New York, include a 





vacuum thermos ice bucket, violin silent 
butler, and ice tubes. 
promised. Two dozen sets to master case. 


30-day delivery 


Hose Guide 


The “Hose-Guide” is a revolving corner 
stake to prevent hose from dragging over 
plants, and to eliminate pulling and tug- 





ging around corners. 
$1.00. Deliveries being made. 


ley, Cal. 
‘Majestic’ Building 
Products Catalog 

The Majestic Co., Huntington, Ind., has 
released a catalog describing the building 
products which are now on the company’s 
production list. A copy of the 30-page 
catalog can be obtained by writing to the 
company. 


‘Gat’ Sprayer for 
Lawn Fertilizers 


Utilizes water and pressure from garden 
hose to dissolve, mix and spray evenly dry 
concentrated fertilizerg which are required 





by lawn and flower beds, according to 
the maker. Chemical fertilizers said to re- 
quire no pre-mixing and will be given an 
even, well-proportioned distribution. To 
use, fill an ordinary Mason fruit jar with 
either dry sulphate of ammonia or nitrate 
of soda, screw the jar into the sprayer, 
attach the sprayer to the garden hose, turn 
on the water and spray the solution over 
the lawn. Suggested retail selling price is 
$1.10. Manufactured for The Chas. H. 
Lilly Co., Seattle 4, Wash. 
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Made of non-corro- 
sive metal, and weighs 1% lbs. Retails for 
Bernard 
Paul & Co., 1639 San Pable Ave., Berke- 
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Plastic Cushion 


The “Air Kushon,” product of the Du- 
Page Plastic Co., 10 S. LaSalle St., Chi- 
cago 3, may be carried in pocket or purse. 


yy ? 





Several tied together make an air-filled 
mattress for sun-bathing, floating, exercis- 
ing or for sleeping. Suggested as life pre- 
server and knee rest for canoeing. Made 
of Vinylite, with electronically welded 
seams. Same firm makes Vinylite play- 
ball, which can be inflated to 22 inches in 
diameter. 


Insect Repellent Display 


New three-color counter display for 
“6-12” insect repellent, made by Carbide 
& Carbon Chemicals Corp., 30 E. 42nd 
St., New York 17. Varnished cardboard 





stand holds three bottles, compactly de- 
signed for small counter space. Available 
through wholesalers and jobbers. 





Cutlery Display Fixture 


A new point-of-sale display fixture for 
“Flint” hollow ground cutlery is being re- 
leased by Ekco Products Co., 1949 N. 
Cicero Ave., Chicago 39, through distribu- 









tors to hardware stores. Seven full-coior 
circular panels across the back of the dis- 
play illustrate the use of seven basic knife 
styles in the line. Has divided drawer 
for reserve stock. Occupies 20 by 24 in. 
of counter space. Made of native hard- 
wood with polished limed oak finish. 


Plastic F. lashlight 
Counter Display 


The Gits right angle flashlight, previ- 
ously made in olive green for the armed 
forces, is now made in a wide variety of 





BREARAGLE PLasric 





~~ ~~: 


lustrous colors and transparent plastic, by 
Gits Molding Corp., 4600 W. Huron St., 
Chicago 44. Manufacturer claims it is 
unbreakable, with  shatter-proof plastic 
lens. Three-way switch. Two standard 
cells. 


“Mastro” Plastic 
Clothespins 


Made of durable, non-porous plastic that 
will not absorb dirt or moisture. Shaped to 
the hand and easy to use. Clamp on 
clothesline with little pressure and come 





off with easy pull. To hold any clothes on 
heavy rope or thin wire under any weather 
conditions. Satin finished and will not 
stain or harm delicate fabrics, according 
to the maker. Available in wide variety of 
delicate pastels and transparent colors. 
Packed on cards of 12 pins witha sug- 
gested retail selling price of 25 cents and 
in boxes of 49 pins retailing for $1. Mastro 
Plastics Corp., 3040 Webster Ave., New, 
York 67,.N. Y. é Se 














Sharon 


SOCKET SET SCREW 
and WRENCH ASSORTMENT 









330 PIECES 
ALLOY 
STEEL 
HEAT- 

TREATED 





@ This popular, fast-selling assortment 

contains a wide selection of 330 heat 

treated alloy steel pieces in attractive 
° . L 





counter disp g P 9 Com- 
pact stock has high profit margia, re- 
quires only small investment. Order 
direct or from your jobber. Quick re- 
fills available. 


Sizes: 3/16 x 1/4 to 3/8 x 1/2 
With wrenches to fit. 


Shavone Ghat aud Schad Co 


BOSTON 10, MASS. 
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~ TAILORED CARE FOR 
~ TROUSERS AND SKIRTS 


Tew HOME VALET 


Trousers and skirts hang in full length, 
tailored storage. Creases and pleats 
last longer. Wrinkles disappear. Fewer 
pressings are needed. Good clothes 
can have no finer care. With patented 
equalizer bar garments simply slip in 
or out without adjustment of slides, 
clamps or other fasteners. Lightest sum- 
mer skirts and thickest tweed trousers 
hang equally securely. Saves clothes, 
time and space. Nickel plated steel. At 
men's clothing, department and hard- 
ware stores. 


TABER, BUSHNELL & CO. 


Midland Bank Bidg. ~~ Minneapolis 1, Minn. 
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Table-Top Sink 


The Paragon Utilities Corp.,.50 Van 
Dam St., Brooklyn 22, N. Y., claims its 
new “NuDual” Model No. 544-2, is the 
only table-top sink made. Has 54-inch top 
when both sink covers are down. Each 
sink bowl covered with piano-hinge folding 
covers, that swing clear when sinks are in 
use. Covers covered top and bottom with red 
or black (optional) marble linoleum, bound 
with stainless steel. Both sections of the 
covers are fastened in center with a 12-in. 
chrome, brass piano hinge. Faucet installed 
between bowl permits the unit to be in- 
stalled flush to wall, Has 10 in. back 
splasher, vitreous china sinks and three 
undersink compartments, plus a 5-in. base. 
“NuDual 544,” a sister model, exactly lik 
the other but has an 18 by 20-in. china sink 





AAT S MEW 





bowl and tub. Either model shipped crated 
at approved O.P.A. retail price of 166.60, 
F.O.B. Brooklyn. 


Coiled Cords 
Covered With Neoprene 


The “Koiled Kord” for heating irons and 
other electrical appliances has the electri- 
cal wire molded in Neoprene to save wear 
as well as to prevent tangling. Stretches 
six times its retracted length. Retail price: 





with plug, $2.95; without plug, $2.75. 
Made by Kellogg Switchboard & Supply 
Co., 6630 S. Cicero Ave., Chicago. 


eo) Bane 


O 
sey sls i 


The wire of a thousand uses. 
Every mechanic, amateur or 
professional, has use for 
music wire. Johnson's unique 
method of packaging in con- 
tainers containing '% Ib., '/ 
Ib., and | Ib. gives the 
dealer a colorful display and 
a most “enient method ot 
handling. TH® bright gleam- 
ing finish shows through the 
openings in the box and 
helps to make sales. A 
“standard stock item" with 
leading mill supply and 
hardware dealers. 


WORCESTER I, MASSACHUSETTS 


JOHNSON STEEL & WIRE CO.INC. 


EW YORK AK RON DETROIT cHuic 


aGco LOS ANGELES 








‘Roadster’ Scooter 


With steel tubing handle bar, semi- 
pneumatic auto-type rubber wheels, brake 
and parking stand. Has steel disc wheels, 





long-life bearings. Heavy gage steel frame, 
oven baked finish. Front and rear fenders 
and basket, available at additional cost. 
Overall length, 44 in.; overall height 30% 
in. and 32 in. wheelbase. Dealer cost, 
O.P.A. ceiling, F.0.B. Detroit, $7.90. Bas- 
ket, O.P.A. ceiling dealer cost 90 cents 
extra. Present sales to dealers only. Made 
by M.B.W. Mfg. Co., Detroit. Roberts 
Playthings, Room 115, Breslin Bldg., 1186 
Broadway, New York 1, sole sales agent 
for Eastern U. S. 





Plastic Glazing Displays 


The Dobeckmun Co., 3301 Monroe Ave., 
Cleveland 13, Ohio, offers two new display 
racks for its plastic glazing, one for double 
and another for single rolls. Of sturdy 
wire construction, the two-roll combination 
display occupies five gq. ft. of floor space. 
A hinged shelf tips back to accommodate 
a third roll of glazing or may be used to 
display hammers, nails, scissors and re- 





lated items: Single roll dispensed may be 
mounted on or under counter, on or under 
a shelf, or on a wall. Both available from 
wholesalers at nominal charge. 
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Outboard Motor Cart 


The “Moto-Roll” cart is built on the 
theory that an outboard motor should be 
carried or stored in an upright position to 





prevent water from getting into cylinders. 
Weighs only 14 lbs. Of arc-welded steel 
construction. Rubber tired wheels. Fold- 
ing handle permits storage in small space. 
Since center of balance is over the wheels 
women or children can handle an outboard 
easily once it is loaded on cart. Can be 
placed in back of ordinary sedan upright, 
or in the trunk or rear deck of most cars. 
Also suggested for motor display, as re- 
pair rack, or as a hand truck for carrying 
other items such as boxes or trunks. 
Century Engineering Co., 5529 S. Vermont 
Ave., Los Angeles. 


‘Orley’ Home Freezer 


“Speed-flo” principle of coolant action 
for freezing and storage in a single unit. 
Five cu. ft. capacity provides 8-2/3 sq. ft. 
of horizontal prime freezing surface and 
142/3 sq. ft. of overall prime freezing 
surface. Hermetically sealed, noiseless 
unit. Internally mounted, fan cooled. No 
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lubrication necessary. Moisture-proof, 
vapor-proof, insulated cabinet walls. All 
seams permanently sealed to prevent leaks. 
White baked enamel exterior. Interior 
constructed of aluminum and _ plastic. 
“Handeez-Tray” said to swing into posi- 
tion when lid is opened. Orley Bros., 680 
E. Fort St., Detroit 26. 


‘Rowboat’ Anchor 


The husky new 4%-lb. Danforth “Row- 
boat” anchor for small sailboats, outboards 
and rowboats, Lists at $3.50. The “Mark 
IV” another new Danforth, made of high 
tensile steel in sizes starting at 5 lbs., 
listed at $7.50 and up. Operate on same 
principle as larger sizes used by seaplanes, 
motor boats and ocean-going vessels. De- 
sign saves weight and gives greater hold- 
ing ability. Pivoted flukes grab bottom, dig 





deep and provide large areas for holding, 
it is claimed. Anchor stows flat. R. S. 
Danforth, 2121 Allston Way, Berkeley 4, 
Cal. 


Pattern Sprinkler 


A newly-introduced garden sprinkler_ by 
Rain Bird Sprinkler Mfg. Co., Glendora, 
Cal., may be set to sprinkle squares, rec- 





tangles, circles or any combination of 
angles and curves, to keep water off 
patios, trees, buildings or flower beds, ac- 
cording to maker. Distance water is 
thrown in each direction is controlled by 
adjustment of 18 vanes in the plate over 
sprinkler head. Vanes can be depressed, 
raised or twisted to direct the water any 
desired distance, Maker claims stream 
can be thrown as far as 40 ft. in one direc- 
tion and held to a few feet in another. 
Action of sprinkler stopped with one hand 
while vanes are adjusted. 





READY MIXED 


ALUMINUM PAINT 


INTERIOR ane EXTERIOR ing. 


SURFACES 
ONE GALLON 


TEMKSHIRE PAINT compar! 


SPRINGFIELD. wassacHUsel!? 





color in the container. 


sanitary features. 
ordinary jobs. 


Box 251, Highland Station 





BERKSHIRE ALUMINUM PAINT gives 
excellent results on all types of sur- 
faces, wet or dry, and is heat-resist- 
Ideal for wood, metal, 
concrete, cement, etc. 
need to stock many special-purpose 
aluminum paints when BERKSHIRE 


serves all purposes. 


NOT JUST ANOTHER PAINT 


BERKSHIRE Aluminum Paint is ready-mixed and will never harden or dis- 


BERKSHIRE greatly improves the appearance of equipment and proteate 
metal parts against rust and deterioration. 

BERKSHIRE may be applied on interior or exterior surfaces with brush or 
spray gun and dries with a hard, lasting, brilliant metallic lustre. 


BERKSHIRE was originally formulated and produced for use by dairies to 
withstand continuous heat and moisture, while retaining its brightness and 
It makes good in the tough spots 


Ask Your Distributor For Berkshire 


BERKSHIRE PAINT COMPANY 


MAKERS OF FAMOUS DARIGLO 


canvas, 
There is no 


as well as on the 


Springfield, Mass. 
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- ) wee New! A modern sure 
no} up cure for condensation 
oe: 6-320 drip from cold water 


Pipes. 
Daal Pliable, cork-filled No- 
umion | Drip Tape formsa tight- 


fitting sealed jacket 
around pipes—eliminates 
hazardous wet floors, 
makes idle space usable. 
Quick, EasytoWrap on 


No tools needed. Covers 
joints as well as 
straight pipes. 
EFFECTIVE IMMEDIATELY 
Roll, enough for $4 2 
7 ft. of wat nine 1 5 
Migher West of Rockies and Caneds 


Advertised in Saturday Evening Post, Better 
Homes & Gardens, Time, American Home, House 
Beautiful, Popular Mechanics, Parents’ Magazine. 


IMMEDIATE DELIVERY 
Get NoDrip Tape from your Jobber today 
J. W. MORTELL CO. 207 Burch St., Kankakee, Ill. 
















Your Customers Can Make 
Their Own Signs For 90% 
Less—With Attractive 
Weatherpruf Easily Put On 


D-O DECAL 


LETTERS -NUMBERS-SIGNS 
BLACK & GOLD 
Display Loose Leaf 


Stock Binder FREE! 
No. 2 Deal Costs $20.22—Sells $33.70 


Sent postpaid to responsible dealers on approval 
ALSO SOLD THRU JOBBERS 


D-O DECAL CO. 


462 E. Fordham Road, Bronx 58, N. Y. 


yu J achs Prefer 


Lever 




















SCREW HY ORAULIC 


Jacks 


Templeton, Kenly & Co. 
Chicago (44) Ill. 
Better, Safer Jacks Since 1899 

















FOLDING 


CHAIRS 


Upholstered end 
Plela. Meany styles 
Folding Tables 
PROMPT SHIPMENT 


ADIRONDACK 


CHAIR COMPANY 


1142 BROADWAY 
NEW YORK 1, N. Y. 
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| ing only 26.6 lbs. 





| Chrome Hardware 


| Pacific Plastic & Mfg. Co., 4865 Expo- | 
| sition Blvd., Los Angeles 16, Cal., offers a | 
new counter display to dealers for the cost | 


‘Hollymade’ Matched | ; 
} 











only of matched chrome hardware thereon. 
| Unit, 13 by 19 in., shows all the colors and 
| designs in the “Hollymade” line, including 
catches, pulls, knobs and hinges. Line 
includes the “400” series of solid brass, 
the “Sphinx” series with plastic ends, and 
the “300” series of steel, all chrome plated. 








Cast Magesium 
Hand Truck 


The new “Magnelux Zephyr I” general | 
purpose, regular duty hand truck is light 
enough for 12-year-old girl to carry, weigh- | 
Cast magnesium alloy. | 
Stress points doubly reinforced. When un- | 
loaded it automatically falls forward. Espe- | 
cially designed for on-and-off truck de- | 

| 
| 
| 


liveries. Wheels 8 in., of cast magnesium, 
equipped with ball bearings. Rubber 
tread molded on. Nose of rust-proof steel. 
Length of handles, 52% in. Magnelux 


Mfg. Co., 321 E. 4th St., Los Angeles, Cal. 
Distributorships open in certain territories. | 


/ 











NU-WAY 
Calf & Cow 
WEANER 


a\) sELLS ON SIGHT 





PATENTED 
BECAUSE THE PRINCIPLE IS RIGHT 
Thousands of satisfied users from coast to coast 

Jabs the Animal Weans Them the 

Doing the Sacking Hamane Way 
— An Item That Repeats — 
SEE YOUR JOBBER 
AUSTIN are. o.. ROUND GROVE, ILL. 






















COMBINATION 
SQUARE 
with Level and Scriber 


Ready for Immediate Shipment 
Very Reasonably Priced 


Twix Manufacturing Co. 
40-09 21st St., Long Island City, N. Y. 








COMPONENT PARTS 


ELECTRICAL APPLIANCES 
CORD SETS 
TAPS & PLUGS 
REPLACEMENT ELEMENTS 
COILED ELEMENTS 
Send For Circular H 


FJARRET W’F’G Co. 


ELECTRICAL PRODUCTS 
3349 THIRD AVE. NEW YORK 56, N. Y. 























ALUMINUM ICE CUBE TRAYS 


Immediate 
Delivery 


Popular 
Sizes 
Write for prices 

Mention your 
NOTE NOTCH 


FOR INSTANT RELEASE jobber 


EDISON COOLING ocarenanen 
310 E. 149th St. York 51, N. Y. 











Special Low Price! 
ASBESTOS WICKING 


WITH METALLIC STRANDS 


Genuine ‘'Corolina’' Asbestos Metallic 
Wicking, 100-foot rolls. ‘/s-inch, $2.25; 
l-inch, $2.50; 1%-inches, $2.80. Shipped 
F.0.B. New Haven. Buy one or more rolls. 
Send check or money order now. 


A. R. Webber Co., Inc. 


780 State St., New Haven 11, Conn. 








SPAR-TER 


.ANOTHER NAME FOR 


BETTER PAINTS 


THE SPAR-TEX COMPANY 
4309 THIRD AVE., NEW YORK 57, 1.¥ 
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_WAHATS NEW 


storm windows. The higher the inside win- 
dow is raised, the wider the storm window 
opens, resulting in easy regulation of fresh 
air. By inverting the mounting and attach- 
ing the regulators to the upper inside win- 
dow, the storm window will automatically 
open whenever the upper window is low- 
ered. Can be installed in a few minutes 
with a hammer and screw driver. Units 
easily removed when storm windows are 
stored. Made from magnesium alloy and 
electro-plated against rust. Order taken for 
August delivery. To retail for $2 per com- 
plete set. 





Plastic Spray 


The “Atom-izer” sprayer for home and 
garden, is made of colored plastic, is 
light weight and non-corrosive. Claimed 


Leather ‘Vee’ Belting 


S. R. Sikes Co., 1028 S. 3rd St., Minne- 
apolis 15, Minn., has notched “Vee-shaped” 
leather belting, made in 50 and 100-ft. 
lengths, for use with metal couplers. With 
this belting maker states that machine may 





to be especially useful for DDT solutions 
as there are no parts to rust. One-piece 
plastic syrayer head and bottle cap combi- 
nation has a special drip-catch that re- 
turns excess liquid to the glass container. 
Flexible plastic syphon tube takes up the 





full contents of the 8 oz. container. Over- 
all length 14 in. Five in. high, Packed 
for reshipping two doz. to carton. Weight 


17 lbs. Jobber cost, $3.96; dealer cost, 
$4.75. Suggested retail price, $.66. 


American Specialty Co., Amherst, Ohio. 


Storm Window Regulator 
The Award Mfg. Co., 5813 W. Vliet St., 





Milwaukee, Wis., is now producing an be placed with drive any way desired, up 
automatic storm window regulator that through a floor or down from a line shaft. 


Said to operate at lower tensions and to be 
easier on bearings. Belts slightly elastic 
and require no matching. Available in 
counter display kits. One of three sizes 
of belting claimed to fit the sheaves on 


ironing machine, or any farm or home 
a fractional horsepower 


Weight 13 lbs. 





opens and closes the window as the inside 
sash is raised and lowered. Two “Award” 
regulator units are required for each storm 
window, one for. each side, replacing the 
customary side supports for top-hung 
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any refrigerator, oil burner, washing or 


machine using 

motor. Kits contain 50 ft. each of three | 
sizes and 50 couplers. Complete kit 
packed in individual shipping carton. 


The Lost ate 
BETTER BRAND 


mouse and rat 


TRAPS 





@ METAL OR WOOD TRIGGER 
@ FOUR-WAY ACTION 
@ OIL TEMPERED SPRINGS 


McGILL METAL Prooucts Co. 
Marengo, Illinois 








Serving the 
Retail 
Hardware Trade 
Since 1936 


Well known brands of 
hardware, electrical 
and plumbing supplies. 


Inquiries from 
Dealers invited 


CROWN 


HARDWARE CO. 


723 W. LAKE STREET 
CHICAGO, ILL. 
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Profit from 
the Complete 


CLOVER 


ABRASIVES LINE 


Announcing CLOVER Grinding 
Wheels * rounding out CLOVER’S 
well-known line of grinding com- 
pounds and coated abrasives. 


To round out its line, Clover now an- 
nounces the addition of general pur- 
pose and hardware grinding wheels. 
Possessing the quality and accuracy 
usually found only in industrial wheels, 
these new products have a synthetic 
colloid bond of scientifically-controlled 
secret composition that assures remark- 
able mechanical strength and longer 
wheel life. 


When writing, ask about colorful 
counter display now obtainable. 


CLOVER MFG. CO. 


Norwalk, Connecticut 


CLOVER 


Ve dliite- 


COATED ABRASIVES LAPPING 
AND GRINDING COMPOUND 
GRINDING WHEELS 








| Observation Scope 








ing beach scenes, boating activities, 
mountain scenes, and for study of bird 
and animal life. Lightweight and easily 
portable. Has coated optical system. 
Special tripod adapter for attachment to 
the pan head of a standard camera tripod. 
Telescope, adapter, floor-type tripod and 


| Although originally designed for the 
special benefit of the rifle shooter the 
Argus Observation Scope is ideal for view- 


leather carrying case for scope itself, in a 
single package, to sell for $99.50. Argus, 
Inc., Ann Arbor, Mich. 


‘Duplex’ Four-way 
Tire Rim Wrench 


The new “Duplex” No. 1454 four-way 
rim wrench for passenger cars of Stevens 
Walden Inc., Worcester, Mass., is featured 
by removable duplex sockets which snap 
on and can be reversed to fit four sizes of 
nuts, making one tool do the work of four. 





—— 


Socket sizes % in., % in., 13/16 in. and % 
in. Lists at $4.25. Larger sizes for trucks 
are available. 








Coming Conventions 
And Events 


Corrected Each Issue 
According to Latest Data 


American Hardware Manufacturers 
Association’s meeting jointly with the Na- 
tional Wholesale Hardware Association, 
Oct. 14-17, inclusive, 1946, at the Marl- 
borough-Blenheim, Atlantic City, N. J. 
Charles F. Rockwell, 342 Madison Ave., 
New York 17, N. Y., is secretary-treasurer, 
American Hardware Manufacturers’ Asso- 
ciation; George A. Fernley, 505 Arch St., 
Philadelphia 6, Pa., is managing directo, 
National Wholesale Hardware Association, 

Architectural Hardware Consul- 
tants, American Society of, and National 
Contract Hardware Association, annual 
convention and exhibit, ‘Palmer House, 
Chicago, IIL, Sept. 3-5, 1946. John R. 
Schoemer, 420 Madison Ave., New York 
17, N. Y., is executive secretary-treasurer. 

Fall Market Week, at the Western 
Merchandise Mart, San Francisco, Cal., 
Aug. 5-10, 1946. 

National Contract Hardware Asso- 
ciation and American Society of Architec- 

| tural Hardware Consultants, annual con- 





vention and exhibit; Palmer House, Chi- 
cago, Ill., Sept. 3-5, 1946. John R. 


| 17, N. Y., is executive secretary-treasurer. 
| National Hardware Show, Inc., at 
the Grand Central Palace, New York City, 
Sept. 16-21, 1946. Headquarters are at 331 
| Madison Ave., New York City 17, N. Y. 

National Wholesale Hardware Asso- 
ciation’s meeting jointly with the Ameri- 


QUALITY ABRASIVES AND PERFORMANCE | ©2n Hardware Manufacturers Association, 


SINCE 1903 





Oct. 14-17, inclusive, 1946, at the Marl- 
borough-Blenheim, Atlantic City, N. J. 





George A. Fernley, 505 Arch St., Philadel- 
phia 6, Pa., is managing director, National 
Wholesale Hardware Association; Charles 
F. Rockwell, 342 Madison Ave., New York 
17, N. Y., is secretary-treasurer, American 
Hardware Manufacturers Association. 

Western Gift, Toy and Housewares 
Show, at Civic Auditorium, San Francisco, 
Cal., Aug. 4-8, 1946; at Portland, Ore., 
Aug. 11-14, 1946; at Seattle, Wash., Aug. 
18-22, 1946. Information may be obtained 
from Western Merchandise Exhibitors 
Assn., 1355 Market St., San Francisco 3, 
Cal. 


Correct Answers to 
Test Your Hardware Sense 
(Questions on page 92) 


1—Answer. New margin 31.2 per cent 
of sales; former margin 331/3 per cent. 
A shrinkage of 2.1 per cent. 

2—Answer. Net salary of $44.05. De- 
ductions as follows: F.O.A.B. at 1 per 
cent rate or 45 cents; Withholding tax 50 
cents. 

3—Answer. For a wet spray use approxi- 
mately 3 lb. of arsenate of lead to 100 
gal. of water. 

4—Answer. (a) 100; (b) 50; (c) 50; 
(d) 25; (e) 25. 

5—Answer. Monthly payment of $2.17 
required to liquidate the debt. 
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* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY * MRO OSS: IOWA 
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FINISH: Green Enamel. 


POST: High carbon welded 
steel tube. (Four times 
stronger than common black 
pipe.) 7 feet long x !'/:-inch 
diameter. 

HOOKS: New design, strong, 
heavy, with plenty of line 
space. 

SOCKET: Heavy steel tubing, 
16" long. Sets in ground or 
“concrete. Black enamel 
finish. 

PACKED: Four complete posts 
wrapped in heavy waterproof 








GUN BRUSHES ond RODS 
= as |S = 
































Combination Gun Cleaning Rods for Rifles. All-Calibre Revolver Rods. “ * seq ieels 
Shet Gun Rods. Swivel Handle. All-Duralumin. Jointed. Gun Cleaning WEIGHT: 56 Ibs. per set of 
Brushes for Rifles, Revolvers, Shot Guns in all sizes—Phosp Bronze, four posts. 
Bristle or Nyton. 
ORDER THROUGH YOUR WHOLESALER 


The MILL-ROSE Company « 1987 East 59th Street © Cleveland 3 CHENEY INDUSTRIES, Dept. H Trenton, N. J. 
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iw WELDED AND WELDLESS DR 
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for Safety Economy - Good Service 


i 
THE CLEVELAND CHAIN & MFG. CO. _ 





Bonds | 
are still 
your BEST 
INVESTMENT 














SPRING CLOTHESPINS AND 
WOODEN GARMENT HANGERS 


Imported 


FOR SPOT DELIVERIES 


AVAILABLE 
AGAIN 


Introducing to the Hardware trade —Gat-Sprayers — 
a profitable item, easy to sell, easy to display. Sprayer at- 
tached to hose applies chemical fertilizers evenly and easily. 
Retails in most markets for $1.10 because we pay the freight 
on orders of 15 dozen or more. Write for details. 

















Address Box K-613, c/o HARDWARE AGE, 
THE CHAS. H. LILLY CO. « Seattle 4, Wash. 100 E. 42nd St., N. Y. 17, N. Y. 
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Lassified Aduertising Rates 











Help Wanted. Accounts Wanted 
Business Opportunities 
Representatives Wanted. etc. 

Set solid, maximum, 50 words....... $5.00 
Each additional word.......... -10 

Positions Wanted 


(Special Rate) set solid, maximum, 
SO words....... bbGbeangunddéecas -- $2.00 
Each additional word........-.  -.05 


Allow Seven Words jor Keyed Address 
er Your Address 








*BOXED DISPLAY RATES 
$8.00 Per Column Inch 





Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more consecutive 

insertions. 


No Agency Commission allowed on Classified 
Advertising. 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency er stamps. 


les of Merchandise, Literature, Catalogs, 





etc., will not be forwarded to box number 
advertisers 
postage for remailing. 
HARDWARE AGE is published every other 
Thursday. Classifi 3 
previous to date of publication. 


Address your correspondence and replies to 


100 East 42nd St.. New York 17, N. Y. 


unless accompanied by sufficient 


ied forms close 15 days 


HARDWARE AGE 


Classified Opportunities Dept. 








VETERAN, BACK FROM 3% YEARS IN 
THE ARMY, wants Merchandising Job. College 
graduate, married, age 26, will consider anything | 


with a future. Address Box K-670, care of | 
Harpware Ace, 100 East 42nd St., New York 
sh 8 


PLANT SUPERINTENDENT. GRADUATE 
ENGINEER have had 10 years’ concentrated ex- 
perience metal fabrication, automotive parts, hard- 
ware, stainless and carbon. Thoroughly familiar 
press, welding, assembly, cost analysis, time study, 
metallurgy. inpection. Have handled 200 to 2000 
men Union and Non-Union. Strong Organization 
Builder. Address Box K-662, care of Harpware 
Act, 100 East 42nd St.. New York 17, N. Y¥ 





FACTORY REPRESENTATIVE, 12 YEARS | 
IN AREA, Desires Manufacturer’s Line for New | 
Jersey. Excellent contacts among hardware, mill 
supply and lumber dealers Commission basis 
Will carry stock. Address Box K-652. care of 
Haroware Ace, 100 East 42nd St... New York 
17,N. Y¥ 


SALESMAN -— EXPERIENCED DESIRES 
TO REPRESENT MANUFACTURER in State 
of Maryland and District of Columbia calling on 
wholesale and retail hardware accounts. Now 
traveling for internationally known manufacturer 
but will be available shortly. Salary, commission, 
expenses basis Address Box K-630, care of 
Harpware Acer, 100 East 42nd St., New York 
ea = 





SALESMAN CALLING ON WHOLESALE 
AND RETAIL HARDWARE TRADE in Vir- 
ginia wants additional lines direct from manu 
facturers on commission basis. Have covered ter- 
ritory for seventeen years and have good follow- 
ing. Travel by car apd cover territory regularly 
Address P.O. Box 818, Richmond, Virginia 


MANUFACTURERS—WITH LIMITED OR 
SEASONAL PRODUCTION, or making items 
on which the volume does not justify maintaining 
your own sales organization. We will handle 
your sales for you through our national sales 
organization of fifty high-caliber men covering all 
important market centers. We work strictly on 
commission basis, and do our own advertis- 
ing and catalog material If you have some 
open production time. we can create items for 
you to produce. Write for details of our com- 
plete sales services. Best of references from 
well-known manufacturers. Harry M. Wolfe, 666 
Lake Shore Drive, Chicago 11, Tlinois 
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MANUFACTURER’S AGENTS. SUBSTAN. 
TriAL MANUFACTURER OF ELECTRIC 
APPLIANCES seeks live-wire men to call on 
electric, drug and hardware jobbers. Several 
territories open. Orders shipped promptly at 
present. Write Appliance Manufacturing Cor- 
poration, 2914 North Clark Street, Chicago 14, 
Illinois. 


ESTABLISHED MANUFACTURER’S 
A( T 






ENGLAND, with headquarters in Boston, are 
seeking one more fast-selling major line. Minor 
lines of merit will also be considered. Wide ac- 
quaintance among wholesale and retail outlets. Re- 
liable references assured. M. L. Sales Company, 
Ten Wayne Street, Boston 21, Massachusetts. 


MANUFACTURERS’ REPRESENTATIVE 
COVERING Texas, Oklahoma, Arkansas and 
Louisiana interested in additional lines to sell 
jobbers and dealers Traveled this territory 
fifteen vears and familiar with all type accounts 
Have three men selling. Address Box K-664, 
care of Harpware Ace, 100 East 42nd St., New 
York 17, N. ¥ 





WELL ESTABLISHED FIRM with Chain 
Store and Department Store Contacts would like 
to hear from manufacturers who wish to give 
their products well planned intensive sales cover- 
age in the New England States. Warehousing. 
billing and showroom facilities available. Refer- 
ences. L. E. Stanley Company, 423 Boylston 
Street. Boston, Mass. 


LINES WANTED FOR WHOLESALE DIS- 
TRIBUTION, particularly electrical lines: cover- 
ing 20 Counties in Eastern Pa. and 4 in New 
Jersey Have excellent contacts, display space 
in new quarters, repair service department and 
delivery. Write Ace Hotel & Bar Supply Co.. 
Chas. O. Bott, Wholesale Manager, 119 N. 7th 
St.. Allentown, Pa. 





WANTED—MANUFACTURER’S AGENTS 
calling on builders’ hardware dealers and lumber 
yards to sell established quality line of casement 
hardware and storm sash hardware. Prompt ship- 
ments. New York, New Jersey, Pennsylvania, 
Wisconsin, Minnesota, Iowa, Texas and other 
good territory open. Address Box K-588, care of 
Harpware Ace, 100 East 42nd St., New York 
17, % F- 


TS OPERATING THROUGHOUT NEW ' 





| 





ae 
ESTABLISHED 


MANUFACTURER’S PRODUCTS WANTED 
for State of Indiana by Experienced Sales Or- 
ganization for home appliances, garden tractors 
and farm implements. Plenty of warehouse and 
show room space. Dun-Bradstreet rated. Address 
Box K-625, care of Harnpware Ace, 100 East 
42nd St., New York 17, N. Y. 





MANUFACTURER’S AGENT COVERING 
WASHINGTON AND OREGON, big cutlery 
and hardware following, wants additional lines. 
Pocket and kitchen Knives, scissors, shears, carv- 
ing sets, hair clippers and fishing tackle. Address 
Box K-661, care of Harpware Ace, 100 East 
SGndwSie Mew York 17, N. 





MANUFACTURERS LINES WANTED FOR 
HARDWARE, ELECTRICAL AND CHAIN 
OUTLETS, good experience and coverage in 
Pennsylvania, Delaware, Maryland and New 
Jersey. Address Box K-658, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. Y. 





SALES REPRESENTA- 
WZLVE COVERING Pennsylvania and Upper New 
ork desires additional lines of builders’ hard- 
ware, fishing tackle and specialty items. Estab- 
lished accounts, selling jobbers, wholesalers and 
department stores. References furnished. Ware- 
house facilities. Address Box K-666, care of 
Harpware Ace, 100 East 42nd St., New York 
7 me %. 





SALESMEN WANTED. SEVERAL LIVE- 
WIRE SALESMEN WANTED to contact De- 
partment. Hardware and Varietv Store Trade. 
We have a hot household item which is a natural 
as an addition to your line. Territories Open. 
Address Box K-675, care of Harpware Ace, 100 
East 42nd St., New York 17, N. Y. 





LINES WANTED FOR NEW ENGLAND 
AND NEW YORK STATE Bv Experienced 
Sales Organization. Well Acquainted with Hard- 
ware, Automotive, Electric Supply Johhers and 
Chains. Boston Showroom and Warehouse. Dun 
and Bradstreet rated. Address Perkins Sales 
Co., 610 Newbury St., Boston 15, Mass. 





AMAZING PATENTED SCREW-HOLDING 
PRECISION SCREW DRIVERS! Removes, 
holds, inserts screws, instantly hard-to-get-at 
places. Self-selling attractive counter displays 
furnished. Salesmen intimate following to hard- 
ware, automotive, mill supply, electrical, _tadio 
jobbers. New Jersey, Colorado and Adjacent 
States, Ohio, Illinois, Wisconsin, and Some 
Southern States Open. Commission basis, 100% 
protection repeat orders. Give full details, terri- 
tory covered and how often, lines now selling, 
Millen Mfg., 314 Miller Building, Boston 10, 
Mass. 


HARDWARE AGE 
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CATALOGUE MAN WANTED: PERMA- ATTENTION: MANUFACTURERS, JOB- WANT .22 SHORTS. Any amount will p 
NENT POSITION in Well Established Whole- | BERS, DISTRIBUTORS, SALESMEN. pen- | $90.00 per case (10,000). Immediate Cash. Will 
sale Hardware Firm in Middle West. Address | ing New Hardware Store Soon, interested in | swap .22 Longs and Long Rifle for .22 Shorts. 
Box K-621, care of Hanpware Ace, 100 East | lines of paint, hardware, toys, gifts, and appli- | Peerless Vending Machine Co., Dep’t HA, 220 
42nd St.. New York 17, N. Y¥ ances, especially homecraft tools and machinery. | West 42nd St., New York, N. Y. 
Send literature at once as I will order stock soon. 
WANTED EXPERIENCED HARDWARE | Milne's, Hardware, 1501 Wadsworth St., Sag — emmy 
MAN IN CENTRAL MASSACHUSETTS. . - 
Must be familiar with mill supplies and shelf 
hardware. Good opportunity. References required. — 
Address reply to Box K-660, care of Harpware 











SHIPPING CLERK 





aS Se 





Ace, 100 East 42nd St., New York 17, N. Y. 





MANUFACTURER'S 
PRODUCTS 
FOR LATIN AMERICA 


WANTED—Direct shipments, for our 
account, at U. S. Ports, on exclusive 
sales basis. Our offices and represen- 
tatives cover all American Republics. 


MART HALLER, INC. 


Export—Import—Commission 
Merchants 


P.O. Box 1208 — Miami 7, Fla. 








BUYER 


With aggressive well rated jobber located in 

New Yor. Must be experienced in wholesale 

hardware and housewares, with broad knowl- 

edge of lines. Salary dependent upon produc- 

tive ability. Replies held confidential. 

Address Box K-672, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 








PURCHASING AGENT 


For Wholesale Hardware Company, able to direct 
clerical help—familiar with tools—housewares—heavy 
hardware—electrical, etc. Excellent opportunity for 
energetic-ambitious-experienced man—Young Progres- 
sive Jobber—Location Phila. Reply with full par- 
ticulars and salary expected. Replies will be treated 
in confidence. 
Write Box K-657, care of HARDWARE Ra 
100 East 42nd St., New York [7, N. 





DISTRIBUTOR WANTED: HAVING GOOD 
CONTACTS with Hardware Jobbers, for intro 
ducing a new magnetic tool. State territory cov- 
ered. Address Kehoe Specialty Distributors, 11 
Commerce Street, Newark 2, N. J. 








SMALL - MANUFACTURERS - MEDIUM 


are invited to send us full information on their 
products. We distribute to hardware, elec- 
trical, refrigeration, plumbing dealers, etc. 
TECHNICAL SUPPLY COMPANY 
168th St. and Amsterdam Ave., New York City 








WANTED 
BUILDERS HARDWARE SPECIALTIES 
By Manufacturers Agents covering Illinois, Indiana, 
Michigan, Ohio, Minnesota, Wisconsin. Have valu- 
able contacts of 25 years standing with hardware job- 
bers, department stores, chain and mail order houses. 
Only Direct Factory Representation Considered. 


JENWOOD SALES 
404 N. Wells St. Chicago, Illinois 








EXPERIENCED MATURE WHOLESALE 
HARDWARE WAREHOUSE SUPERINTENDENT 
Able to direct the energies of the entire warehouse 
personnel in shipping, receiving, order picking and 
packing. Must be active and experienced in hardware, 
tools, housewares. Excellent opportunity to grow with 
a young progressive jobber. Past experience in hand- 
ling men needed. Location Philadelphia. Apply with 
full particulars to 

Box K-655, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 





for WHOLESALE HARDWARE STORE 


Must Be Experienced. Salary $50.00. 


Steady Position. 
Address Box K-676, care of om AGE 
100 East 42nd Street, New York 17, Y. 











FOR SALE 
1000 NEW PNEUMATIC ONE MAN 
RUBBER BOATS 
Purchased from the Air Corp. 


NATIONAL ENTERPRISES 
225 E. Redwood Street, Baltimore, Maryland 








HARDWARE AND FARM MACHINERY 
BUSINESS FOR SALE 


as of January Ist, 1947. Average sales the past four 
years over 125,000.00 per year. Will sell merchandise, 
fixtures and equipment. Will rent building. Location 
Western New York in a trading area of about 5000 
population. Present owners in business twenty years. 
Capital required between $25,000.00 and $30,000.00 
cash to handle this proposition, 
Address Box K-673, care of HARDWARE AGE 
00 East 42nd St., New York 17, N.Y. 





JOSEPH T. MAUSS COMPANY 


201 North Wells Street, Chicago 6, Illinois 
Manufacturer's Agency selling 
Builders and other Hardware to 
recognized jobbers in Illinois, In- 
diana, Minnesota and Wisconsin. 











MILL SUPPLY MAN 


Experienced in Hardware and Mill Supplies. 
Background of successful selling and ability 
to develop sales force is desirable. Will lead 
to an executive position. Excellent salary for 
right man, with share in profits if results ore 
shown. Newark, New Jersey, area. 

Address Box K-659, care of HARDWARE AGE 

100 East 42nd St., New York 17, N. Y. 





WANTED 


SALES REPRESENTATIVE 


Calling on hardware, electrical dealers to 
sell our complete line of iron and extension 
cords, attachment caps, garage trouble 
lights, etc. 

SEENA MANUFACTURING CO., Inc. 
153 W. 72nd Street, New York 23, New York 


Small Manufacturers and Inventors 


Large manufacturer now producing metal housewares 
will purchase a line of Quality Merchandise for nation- 


wide distribution, under its own brand name. Our 
established customers are leaders in hardware, de- 
partment store, mail-order, and chain marketing. 
Send Sample, lowest price, delivery, and other per- 


tinent data. Can also furnish many types of steel 
and equipment 
ddress Box K- 669, care of og nae 
100 East 42nd St., New York 17, N. 








SALESMEN 
STEEL AND HARDWARE 


Warehouse established for eighty 
years has opening for two expe- 
rienced men to travel Virginia, 
D. C., and Maryland. Submit ex- 
perience; references. Salary open. 


Write 
J. B. KENDALL COMPANY 


1510 Eckington Place 
N. E., Washington, D. C. 











Sideline Salesmen Wanted! 


We offer prompt shipments on 
Metal — Medicine Cabinets, 
Hampers, Rakes, Dryers, 
Casters, Mop Wringers, 
Clothes Poles, Stools, Dry- 
ers, Wire, Pin-Up Lamps, 

Toasters, Etc. 


The WALTER S. KRAUS CO. 


WOODSIDE NEW YORK 











ATTENTION 
MANUFACTURERS 


Well established wholesaler desires merchan- 
dise for Hardware, Appliance and Sporting 
Goods Store distribution. Particularly in- 
terested in Household, Hardware, Tools, 
Electrical, Sporting Goods, etc. 


JELCO MILWAUKEE 
COMPANY 


444 N. PLANKINTON AVENUE 
MILWAUKEE 3, WISCONSIN 
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ANCO conrenanen. nm Pa. 


How York - Pratetetn. 4 ae Cievetand - Leutsvle 
Covering all classes of jobbers. We will carry the 
senounts or you can bill direct. 

Write fer further wformation end refereness 





times yearly. Commission basis. In- 

quiries invited. 
McCUTCHEN-SIMPSON, INC. 

9822 N. E. 2nd Avenue Miami 38, Florida 


Distribation—Present and Postwar SOUTHEASTERN STATES MANUFACTURERS 
cee ~~ Manufacturer’s Agents. Established GET THE BEST IN 
1926. Staff of 6 men. Cover trade 4 REPRESENTATION 


In the Southeastern United States. Complete 
coverage four times yearly. Now have top 
lines. Will consider two more lines only. Have 
close personal contacts. 

Address Box 291, North Miami, Florida 











MID-WESTERN REPRESENTATION 
WITH 10 MEN COVERING ALL STATES WEST 
OF THE MISSISSIPP] THROUGH SALT 


LAKE CITY. 
SELLING OVER 1200 JOBBERS, AND 
6, DEALERS 
INFLUENTIAL—PROGRESSIVE—PRODUCTIVE 
GOOD LINES SOLICITED 


DAVID J. BYRNES CO. 
6511 Jefferson St., Kansas City 5 








Your Export Business 
when entrusted to BETTERBY merely takes the 
shape of additional domestic sales transactions. You 
are relieved of all details and worries. BETTERBY'S 
resident representatives abroad promote your sales 
and its staff of expertly trained export personnel 
competently handles all correspondence and consular 
and other documents for shipments all over the world. 
BETTERBY also eliminates your credit risks by 
paying for all goods in New York 
BETTERBY—Exporters 
230 FIFTH AVENUE NEW YORK I, N. Y. 








MANUFACTURER'S REPRESENTATIVE 


COVERING WISC., MINN., N. & 8. DAKOTA, 
TRAVELING FIVE MEN DESIRES TO CONTACT 
MANUFACTURERS DIRECT OF ELECTRICAL 
APPLIANCES OR KINDRED ITEMS. NOW REP- 
RESENTING SOME OF AMERICA’S FOREMOST 
CORPS 
Address Box K-667, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 








EXPORT TO NORTH BRAZIL 


Well Established Representatives 
Specialized in General Hardware, 
Tools, Household and Kitchen Uten- 
sils, working since 1924 from Bahia 
up to Manaos are Interested in 
Establishing Sales Agreements with 
Manufacturers. Partner Will Be in 
New York all Month of July. Best 
Bankers, Commerce and Factory 
References. 


Address Box K-668, Care of HAROWARE AGE 
100 East 42nd St., New York 17, N. Y. 








FOREIGN MARKETS 


We have just expanded our or- 
ganization to provide facilities 
of export distribution for addi- 
tional hardware products which 
would benefit from our well 
established world-wide outlets. 


WRITE TODAY 


261 Fifth Ave., N. Y. 16, N. Y. 





KURHAN COMPANY, Ine. 








SOUTHERN REPRESENTATIVES 


Have following in several classes of job- 
bers, retail outlets, and chains. You bill 
direct or we carry accounts. Have effi- 
cient sales organization and can carry 
stock. References. 


P. ©. Box 130, Monroe, N. C. 











The Schutze Sales Co. 
393 W. Central Ave. 
St. Paul 3, Minnesota 


Manufacturers’ Agency Selling 
important Mid-Northwest Jobbers 








THE 


Geo. H. EBERHARD 


COMPANY 
SELLING AGENTS 


Since 1891 
ELEVEN WESTERN STATES AND HAWAII 
290 FIRST STREET, SAN FRANCISCO 
Les Angeles — Portland 
Seattle — Salt Lake City - Denver 


— rae | and merchandising to the 
Wholescie, Retail, Chain, Department Store 
and other trade outlets. 











SOUTHERN CALIFORNIA 
ano ARIZONA COVERAGE 


75 years a jobber and distributor with 
present organization of 18 employees, 
carrying stocks of v-belts and sheaves; 
cotton, rubber and leather transmission, 
and conveyor belt; hose, couplings, noz- 
zles, and sprinklers; accessories in lac- 
ings and dressings. Now handling top 
well known lines. Selling wholesale and 
retail hardware, building supply, imple- 
ment, mill supply store, and jobbers and 
dealers in industrial and mining supplies. 
Well established contacts with top ac- 
counts. 

Now desire items related or not to be 
sold accounts now calling on. Will con- 
sider stocking items or preferably selling 
as Mfgrs. Agents. Credit references 
available, refer Dun and Bradstreet. 


DEGEN-FIEGE COMPANY 


] 326 E. 3rd Street, Los Angeles 13, Calif. 








LINES WANTED FOR WESTERN 
PENNSYLVANIA, OHIO RIVER 
VALLEY, TRI-STATE AREA 


Widely acquainted wholesale hardware and industrial 
supply executive with —' than 25 years experience, 
wants lines for area. yond tnewiedee of fleld con- 
ditions. Well known Po mine, mill and retail store 
operators. 
Address Ba. K-665, care of HARDWARE fs 
100 42nd St., New York 17, N. 








MANUFACTURERS’ ATTENTION! 


Export Company equipped to manage 
export business of small manufacturer 
on flat fee or commission basis, Our 
location: New York City. Have sales 
representatives in principal cities of the 
world. No conflicting accounts handled. 
Address Box K-67!, care of HARDWARE AGE 
100 East 42nd St., New York 17, N 














ATTENTION, MANUFACTURERS! 


Largest Sales Organization in the East, travelling 24 
experienced men, seeking new lines of merit. Cover 
the hardware and housewares trade. Territory: New 
England, New York, New Jersey, Pennsylvania, Dela- 
ware, Maryland, Washington, D. C. Our established 
contacts mean immediate business for you and have 
booths at the New York Hardware Show. 
Address Box K-663, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 











SALESMEN WANTED 
By Manufacturer of 
Nationally Advertised Product 


Excellent opportunities available for experi- 
enced men who have an established ———s 
with chain and department stores, and house- 
wares and hardware jobbers. Expansion sales 
efforts require men for following territories: 

Arizona, Arkansas, Colorado, Idaho, lowa, 
Kansas, Louisi Mi ta, Missouri, Mon- 
tana, Nebraska, ‘Nevada, New Mexico, New 
York (except N. Y. city), N. Dakota, Ohio, 
S. Dakota, Texas, Utah, Wyoming. 


FILTER-KLEEN MAN'F CO. 
Everett 49, Mass. 














MANUFACTURERS 
ATTENTION! 


Sales Representative—23 years’ experience—24 in 
Organization—Well Rated—Cover, New York State 
(exclusive of Metropolitan Area), New Jersey, Penn- 
sylvania, Delaware, Maryland, District of Columbia, 
Virginia, West Virginia, North Carolina—Contact, 
Jobbers and Large Buyers. 
Can Handle Additional Lines: Hardware, Electrical 
or Housefurnishings. 


MITCHELL LOVE COMPANY 


712 N. 16th St., Philadelphia 30, Penna. 
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FOR YOUR DIRECT MAIL 


SALES PROMOTION 
USE 


HARDWARE AGE 
DIRECT MAIL ADDRESSING 
AND MAILING SERVICE 


IT WILL ASSURE YOU MAXIMUM SUCCESS AT 
MINIMUM COST 


WE ADDRESS AND MAIL CIRCULAR MATTER 
TO THE FOLLOWING LISTS: 


10,042 MAJOR RETAIL HARDWARE DEALERS 
WHOSE SALES EXCEED $30,000.00 ANNUALLY 

4,583 INTERMEDIATE RETAIL HARDWARE DEAL- 
ERS WHOSE SALES ARE BETWEEN $20,000.00 
AND $30,000.00 

17,818. MINOR RETAIL HARDWARE DEALERS 
WHOSE SALES ARE LESS THAN $20,000.00 

1,901 OUTSTANDING MAJOR HARDWARE 
DEALERS WHOSE SALES EXCEED $50,000.00 
ANNUALLY 

487 GENERAL WHOLESALE HARDWARE 
HOUSES 

143 WHOLESALE HEAVY HARDWARE HOUSES 

97 WHOLESALE HARDWARE HOUSES IN 
CANADA 


1,787 DISTRIBUTORS OF MILL SUPPLIES 

132 DISTRIBUTORS OF MILL SUPPLIES IN 
CANADA 

9,970 LUMBER YARDS 

793 DEPARTMENT STORES HANDLING HARD- 
WARE AND HOUSE FURNISHINGS 


THESE LISTS ARE CORRECTED RIGHT UP TO 
THE MINUTE WE ADDRESS YOUR MAILING. 


OBVIOUSLY AN ADVANTAGE OF OUTSTAND- 
ING VALUE TO YOUR DIRECT MAIL SALES 
PROMOTION 


ONLY OUR MANY YEARS DAILY CONTACT 
WITH THE HARDWARE TRADE MAKES IT POS- 
SIBLE FOR US TO SUPPLY YOU WITH SUCH A 
HIGHLY EFFECTIVE SERVICE 


WRITE FOR DETAILS 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPARTMENT 


100 EAST 42nd STREET = § NEW YORK 17, WN. Y. 
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TOOL BOX OF [ ST A N LEY ] THE WORLD 


Practical! Popular! Big Selling! 
No. 6386 PULL-PUSH RULE 


This Rule should be on every stock list. Indicator 
on case points to exact inside measurements — 
nothing to add—no chance for mistake. 








STANLEY TOOLS 
190 Elm St., New Britain, Conn. 





















The Last Word 
In Protection 


HUSKY one-piece Zamak 
case. 
GENUINE pin-tumbler mech- 
anism. 






Size across case: 
No. 800—134" No. 900—174" 


SLAYMAKER LOCK CO. 
World's Largest Padlock Producer 
SINCE 1888 « LANCASTER, PA. 


§ LAYMAKER 800 or 900 Padlocks 


WANTED! a 
SALES REPRESENTATION 


For All Territories, U.S. and Foreign 


We manufacture a large line of Paints, 
Colors-in-Oil, Insecticides, Moth-proofers, 
etc. We wish sales representation to 
dealers, jobbers; syndicates, dept. stores, 


export, etc. 
WRITE TODAY FOR FULL DETAILS! 


BENGAL CO. 570 W. 131 St. NY.C. (27), N.Y. 



































IMMEDIATE 
DELIVERY! 


fixtures finished in gleaming 
high-bake enamel. Choice of 
two color combinations: Cream 
and Brown, White and Black. 
Model No. 102-R is 6 ft. long, 30° 
use as wall or aisle fixture. 


Qrily $9422 F.0.8. Des Moines 


WRITE US FOR COMPLETE DATA ON ALL MODELS 


C.E. ERICKSON COMPANY, INC. 


DES MOINES, IOWA 
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Look to 


LOCKWOOD 


HARDWARE MFG. CO. 


FOR NEW ADVANCES IN 
BUILDERS’ HARDWARE 





Division of Independent Lock Co. 








ee & ineenceenameatsgee 












EXPORT OFFICE 
NEW ORLEANS 


ALUMINUM 
eM 


Adjustable T ype 
FITTED WITH 6 CAT’S BYE VIALS 
mms OTHER LEVELS FOR EVERY USE====mm 


HALL LEVEL & MFG. WORKS 4 
1119 E. 4th ST. — AUSTIN, TEXAS a j 





eo ae ae PSE, 











PERFECTION floating WASHER 
Washer profits ge up with Per- 
fection floating Washers. Engineered 
te eliminate friction and proleng 
washer life. Perfect water seal is 
essured. The floating washer stops 
sTOPS PROFITS faucet drip...ends water waste. 
WASHER Available in %4", %” and ” 
sizes. Order through whoelescle 

10c jobbers. 





hardware 





Gen" MOMES 2 SILENCE 


SLIDE SILEN TOY SOFTLY - SMOOTHLY 


ry wary a’. Wad XS |b a ae TEC 


SAVE FURNITURE 


Lays FLOORS: l-1 7-94 ele] 2 


Domes of Silence 


Rubber Cushio 


AA! 
AAAS 
Ant Itt i « MA yeh 
J . 


Ask your Jobber 


DOMES of SILENCE. Inc., 35 Pea 
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| Acme Shear Co. ........... 22 | Edison Cooling Corp. ...... 130 
Adel Precision Products Corp. 33) Ekco Products Co. ......... 5 
Adirondack Chair Co. ...... 130 Electro-Line Products Co. .. 31 
ce rere 141 Erickson Company, Inc., C. E. 137 
Allied Hardware Corp. ..... 32 | Everybody's Supply Company 24 
Aluminum Company of Amer- 
ica (Alum. Paint Div.) . . 15 
American Cabinet Hdwe. 
. echccas oo 16 
F 


| American Chain & : Cable ¢ Co. 38 


| American Pad & Textile Co.. 10! Finders Manufacturing Co... 119 
. Aqua-Spray Lawn Sprinkler Flex Blade Works .......... 120 
TE stanton sacha ieticees 26 Florence Stove Co. ........ 18 
Armstrong Bros. Tool Co..... 124 | Franklin Glue Co. ......... 140 
Armstrong-Bray Co. ....... 126 Fuller Tool Co. ............ 140 
Austin Manufacturing Co. .. 130) 
Avery Adhesives Company .. 105 | 
Award Manufacturing Co.. 9 
6 
| G-M Laboratories, Inc. ..... 78 
| Globe Sporting Goods Mfg. 
| RAs Fer ee 28 
a | Goldweber, Bernard ....... Wt 
Bengal Co. ............... 137| Goorin Company .......... 15 
Berkshire Paint Co. ........ 129| eoulds Pumps, Inc. ........ 85 
| Great Neck Saw Manufac- 
| eee eae 86 
Cc 
Caloric Stove Works ....... 89) H 
Camillus Cutlery Company.. 97) 
Champion Outboard Motors | Hall Level & Mfg. Works ... 138 
“eae a ual peldir Rt 3 Hanson Scale Co. ........- 116 
a ee 133 Harbet Manufacturing Co... 130 
Chisholm-Ryder Co. ........ 125 Mention Preduate ....... a 
Christensen, John A. ....... 104 | 
Cleveland Chain & Mfg. Co. 133 | 
Clover Manufacturing Co. .. 132 
Commander Products Co. .. 32 ’ 
Congress Die Casting Div... 13) a 7 Leu ¥ deen send 128 
Craftmaster Products Corp.. 30 Jedd Go. ins. 4.4. ....... 123 
Crescent Bronze Powder Co. 81 | 
Crown Hardware Co. ...... 131 | 
° | K 
| Kay-Tite Company ......... 109 
D } 
D-O Decal Company ..... 130 
Dearborn Stove Co. ....... 24 
Delta Manufacturing Corp... 140} . 
Diamond Calk Horseshoe Co. 102| Landers, Frary & Clark. ..16& 17 
Domes of Silence .......... 13g | LaPorte Corp. ............ 29 
Drake Electric Works, Inc... 120 Libbey-Owens-Ford Glass Co. 103 
Due Therm Div. of Moter Liberty Distributors ........ 35 
NE MN odin d asin eesre'e 6| Lilly Co., Charles H. ...... 133 
Durbin-Durco ..... ..... 124] Lockwood Hdwe. Mfg. Co... 138 
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M Sheffield Bronze Paint Corp. . 27 
Marshalltown Trowel Co. ... 133| Sharon Bolt & Screw Co. ... 127 
Master Rule Mfg. Co., Inc... 121} Sherwin-Williams Company.41, 77 
McGill Metal Products Co... 131 | Shirley Corp. ..........--.. 25 
Mercury Aircraft, Inc. ..... 107| Siebring Manufacturing Co.. 123 
ae Ee in I a ocvica ni cceess 4 
Miller, Inc., Robert E. ...... 138, Slaymaker Lock Co. ....... 137 
Millers Falls Co. .......... 139, Sonata Electronics Corp. ... 32 
Milwaukee Lace Paper Co... 22 Spar-Tex Co., The ......... 130 
Minute Mop Co. ......... Se | re 137 
Morey Company, Dan ...... 34, Stewart Iron Works, Inc. .... 26 
Mortell Co., J. W. ......... 130 
Myers & Bro. Co., F. E. ..... 12 | 
T 
Taber Bushnell & Co. ...... 127 
N Templeton, Kenly & Co. .... 130 | 
National Ideal Co., The ... 140 | Tennessee Valley Associated | 
iittala ........ 133 EEE hocickcucnncee 31 
National Manufacturing Co. 125 tenes Muntactoing Ge... 28 
ee 341 Triangle Manufacturing Co... 24 
Ney Manufacturing Co. .... 139 Triple A Metal Craft aie 
Nockonwood Industries, Ltd.. 34 Triplex Serew Co. ......... 83 
Tudor Products Corp. ...... 34 
Twix Manufacturing Co., Inc. 130 
° 
Yakes & Company ........ 139 


O'Malley Valve Co., Edward I!!! 


Pp 


Perfection Automatic Machine 


Plomb Tool Co. ........... 8| 
Premax Products Div. ...... 125 
R 
Ray-O-Vac Co. ........... 142 
Red Devil Tools ........... 140 
Reflecto Letters Co. ....... 117 
Remington Arms Co., Inc. .. 73 


Repair Shop Service Div. of 
H. Hoffman Co. ......... 139 


Riteheat Regulator Co. Div. 
of Caloric Stove Works. .. 


Rival Manufacturing Co. ... 
Royal Engineering Co. ..... 112 





| Union Hardware Co. ...... 
| 
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Royal Oak Industries, Inc. 99 
Rubbercraft Corp. of Amer- | 

Nf odcclna od exdcus 107 | 
Rusticide Company, The ... 27 | 

Ss 

Safety Belt Lacer Co. ...... 116 
Sager Lock Works ......... 98 
Sandvik Saw & Tool Corp. .. 123 
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Val-A Company ........... 24 


| 
| Vichek Serene 87 


Ww 
War Assets Administration. 14, 91 
Warren Tool Corp. ........ 1 
Webber Company, Inc., A. R. 130 


Westchester Brickote Products 
Co. 


Westinghouse Electric Corp. 


(Bug-Bomb) .......... ; “a 
Wood Shovel & Tool Co. ... 36 | 
Wooster Brush Co. ........ 2 
Wooster Rubber Co. ....... 30 

Xx 
X-Acto Crescent Products Co., 
ee ee | ee reer eee 7 | 
bi 
Yale & Towne Mfg. Co.... .19-20 





SECRETS OF LOCKSMITHING 
Now avail- 


ONLY $1.0 * able to all in 


handy, pocket sized book. Written by 
experienced lock experts. Contains 


practical, simple instructions on Key Duplicating, Fit- 


ting, Lock Repairing, Changing Combinations, Master 
Keying. Lock Opening, and many others. Hundreds 
of illustrations. Teaches locksmithing easily, quickly, 
at home. Costs only $1.00. Send your $1.00 today, on 
positive satisfaction or money back guarantee. 


REPAIR SHOP SERVICE 


Box 264-E Skokie, Illinois 








STAMPS for 
Hard Surfaces 


Now ready for use on tough 
marking jobs everywhere 
in busy American industry, 
these new hand-made Mil- 
lers Falls tool-steel stamps 
have special tempered faces 
to stand up where ordinary 
stamps would fail, and 
tempered heads to prevent 
mushrooming or fracturing. Character sizes from 1/20” 
to %”, letters and figures. Sharp, clear, legible impres- 
sions. Packed in well-made wooden box. Write for details. 


MILLERS FALLS COMPANY 
GREENFIELD - - MASSACHUSETTS 
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BARN EQUIPMENT 
Cattle Stalls, Stanchions, Pens, Water 
Bowls, Milking Stools, Feed Carriers, 
Feed Trucks, Litter Carriers, Cork Brick, 
Steel Columns, Ventilation, etc., etc. 











Established 1879 


atso HAYING TOOLS anp 
HARDWARE SPECIALTIES 
“Guaranteed to satisfy the user” 


THE NEY MFG. CO., CANTON, O 


RLUF 























BRANCH HOUSE - COUNCIL 
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FULLER TOOL CO 
BRONX 59, New Y 
























'aralate il 
me Easy to Kant-Tip DELTA Lawn & Garden 


Demonstrate HOSE REEL CART k 


Here's a big sturdily built, attractive, tip- 
proof garden hose reel cart which features extra 
hose capacity and many new improvements. 
Constructed entirely of heavy gauge metal. 
Painted in bright red enamel. Capacity up to 


conomical! 


THREE GOOD NAMES 


WARNER ble TANS inet << i 4 « Get Immediate Delivery On This 
| 
1—WARNER Engineering and Crafts- 


200 feet of hose. Wide base and frame prevents 


manship. | tipping, — =< Pg wheo in 2. Ban 
2—C Hy t to w & 
+ alpacas Electric Heating not injure lawn “two sturdy hose cit. ‘Shipped Pa 
. noeked down, only nehes thick, so customer 
3—MINNEAPOLIS-HONEYWELL | Au- in's minutes, “Thre reel ie 5795, 
_ | t 
tomatic Tempercture Control ce spare. Immediate de- 
combined in this fine Heater! livery. Retall Prise 
Ask your jobber or write us 
Write for folder W88, pa gic - 


to 906 N. Summit St. 
Delta Manufacturing Corp. 


Hama dadd< 521 Leib Street, Detroit 7, Mich. 




















RadDevil ¥ 
THE LEADERS FOR OVER 74 YEARS 
Red Devil Glass Cutters and other glaziers’, 
painters’ tools and machines are designed to the 
times—there’s no substitute for quality. 

Send for Catalog 18 
RED DEVIL TOOLS. Irvington 11, N.J.,U.$.A. 














Keep In Touch With The “OPPORTUNITIES” In The Trade — 


Hardware manufacturers, manufacturers’ agents, jobbers, jobbers sales- 
men, retailers and retail salesmen all use the medium that covers and con- 
tacts the hardware trade most thoroughly—Hardware Age. They know that 


There Are Many Business Opportanities In The Classified Section 


of this widely read trade publication. Hardware Age has been the recognized 
leader for bringing buyer and seller, employer and employee together for 
many years. Use it and see if results do not justify every claim. 


HARDWARE AGE, (Clossified Opportunities Dept.) 100 East 42nd St., New York 17, N. Y. 








MAKE FRIENDS BY RECOM! MENDING FRANKLIN GLUE | 


>) (Don't WoRRY/ I'LL GET  (JuST AS GOOD AS NEW ANO 
SOME FRANKLIN GLUE IT WAS EASY WITH FRANKLIN 
AND FIX IT AS GOOD ee HIDE GLUE. 

AS THE FACTORY / —— 




















(WOMORE POKER PARTIES FOR V 





NO HEATING 
NO MIXING 
NO WASTE 















NO CHILLED JOINTS 
NO UNPLEASANT ODOR 


FRANKLIN 
hLiguid Hide 
GLUE 


1S STRONGER THAN 
THE WOOD ITSELF 


P, \ 
THE FRANKLIN GLUE CO. 


HARDWARE AGE 
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ANOTHER DUAL-TEMP* Excuusive 


Dual-Temp is really two 
refrigerators housed in one 
beautiful cabinet . . . each 
completely insulated from 
the other . . . each with its 
own cooling system 

each with its individual cold 
control. Temperature in 
either compartment can be 
varied independently. For 
example, freezing locker 
can be set at 15° below 
zero, while temperature 
throughout the moist cold 
compartment remains at 
an average of 38°. No other 
refrigerator can do that! 














% Trade Mark registered 














more DUAL-TEMP eExccusives 


1. Two Refrigerators in One— 
Above, a built-in freezing locker; 
below, a huge purified moist-cold 
compartment . as independent 
in their operation as though they 
were two separate refrigerators 


2. Built-In Freezing Locker— 
Quick-freezes foods at temperatures 
as low as 15° below zero . the 
sub-zero temperature required for 
efficient fast freezing 

3. No Defrosting— Dual-Temp’'s 


huge, purified moist-cold compart- 
ment never has to be defrosted 


Completely insulated from the freez- 
ing locker, temperature never goes 
below freezing. No freezing means 
nothing to defrost. 


4. No Covered Dishes— With 85” 
relative humidity throughout, foods 
can be placed anywhere in the moist- 
cold compartment and kept fresh 
for weeks without covering. 


5. Sterilamp Protection — acts 
like sunshine to retard mold growth, 
reduce spoilage due to bacteria, and 
combat offensive odors. Only Dual- 
Temp has this important feature. 


CAN BUILD A DUAL-TEMP REFRIGERATOR 


ADMIRAL CORPORATION, CHICAGO 47 © DUAL-TEMP REFRIGERATORS, HOME FREEZERS, ELECTRIC RANGES, RADIOS 





SAY! WHERES THE _, 


EXPIRATION DATE ON THIS 
FLASHLIGHT BATTERY ? «oS 


O-VAC 
LEAKPROOFS 
DONT NEED 

DATING! 


RAY-0-VAC LEAKPROOFS THIS EXCLUSIVE 
STAY FRESH FOR LEAKPROOF 
YEARS AND YEARS } 


BECAUSE THEY ARE CONSTRUCTION 


px, . SEALS POWER IN [@ 
SEALED-IN-STEEL | IT'S THERE WHEN i 


YOU NEED IT! 


THE CHOICE OF THE MILLIONS OF SERVICE ‘ 
MEN WHO USED THEM THROUGH THE WAR Sm!) 








